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COMMENT 


The  babymilks  industry  is  plagued  by  controversy.  It  has 
had  to  cope  with  accusations  of  encouraging  a  decline  in 
breastfeeding,  of  particular  concern  in  the  Third  World 
where  bottle-feeding  is  fraught  with  danger  from  unclean 
water,  poor  sanitation  and  uneducated  mothers  making  up 
feeds  incorrectly. 

Despite  the  introduction  in  1981  of  the  World  Health 
Organisation's  code  on  the  marketing  of  breast  milk 
substitutes,  the  rumblings  continue  and  next  week  Baby  Milk 
Action  is  expected  to  launch  a  consumer  boycott  of  a 
company  it  claims  has  not  kept  to  the  guidelines. 

The  industry  was  also  coping  with  salmonella  scares  long 
before  the  great  eggs  controversy.  Farley's  fought  back  by 
manufacturing  their  milk-based  products  to  standards 
previously  associated  only  with  medicines  manufacture. 
Similarly,  Milupa  seem  to  have  recovered  from  their 
temporary  withdrawal  of  babymilks  last  Summer,  with 
consumer  research  showing  that  the  company  is  still 
regarded  as  "trustworthy"  (see  this  week's  Babycare 


supplement  pl2). 

The  latest  series  of  scares  involve  aluminium  and  the 
concern  that  levels  in  babymilks  could  be  toxic. 
Manufacturers  have  been  quick  to  reassure  parents  that  they 
should  not  be  alarmed  at  media  reports  linking  high  levels  of 
aluminium  with  increased  risk  to  babies.  They  point  out  that 
aluminium  is  the  third  most  common  element  on  earth  and  can 
be  found  at  higher  levels  in  breast  milk.  A  letter  to  The  Lancet 
last  week  warning  about  aluminium  in  soy-based  milks 
stresses  that  it  is  low  birthweight  or  pre-term  babies  and 
those  with  reduced  kidney  function  who  are  at  risk;  there  is 
no  evidence  that  cow's  milk  formulas  present  a  risk  to  most 
full-term  infants  (p365).  The  general  media  appear  to  have 
overlooked  this  important  caveat  when  reporting  the  issue. 

Clearly,  the  feeding  of  babies  will  always  be  an  emotive 
issue,  and  one  subject  to  campaigns  by  the  media  and 
pressure  groups  —  whether  justified  or  otherwise.  This  is  yet 
one  more  example  of  an  area  in  which  pharmacists  can  give 
rational,  objective  advice  to  allay  the  fears  of  anxious  parents. 
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Scottish  fees  up,  but 
discontent  rumbles 


The  Pharmaceutical  General 
Council  has  announced  new  fee 
scales  for  1989-90,  but  there  are 
growing  signs  of  discontent  over 
the  Government's  treatment  of 
Scottish  contractors. 

The  new  scales  show  a  slight 
increase  on  the  interim  fees  for 
March,  but  comparisons  with  the 
original  1988-89  scale  has 
concerned  some. 

From  April  1 ,  dispensing  fees 
will  be  1.28p  for  the  first  1,299 
scripts  a  month  (April  to  February 
1988-89  112p,  March  127p)  58p 
for  the  next  1,700  (67p,  55p)  and 
47p  for  prescriptions  over  2,999  a 
month  (55p,  44p). 

Announcing  the  fees  in 
Aberdeen  on  Tuesday,  acting 
PGC  chairman  Graeme  Millar  said 
recent  reports  about  Scottish 
remuneration  from  unofficial 
sources  were  misleading.  "I 
doubt  the  basis  for  the 
comparisons  with  England  and 
Wales,"  he  said.  "We  must 
remember  that  the  cost-plus 
contract  was  exactly  that.  The 
relationship  between  the  new  fees 
and  the  established  costs  is  no  less 
accurate  than  that  down  South. 

"The  net  result  of  the 
package,  bearing  in  mind  the 
different  on-costs  and  prescription 
bands,  does  not  show  a  large 
percentage  difference  as  implied 
in  one  published  letter." 

Mr  Millar  also  responded  to 
Ian  Mullen's  suggestion  (C&D 
February  18,  p236)  that  on-cost 
should  be  abandoned.  "This 
indicates  a  lack  of  knowledge  of 
the  circumstances  surrounding 
the  pay  arrangements  imposed  by 
Government,  because  on-cost  is 
our  safeguard  against  inflation," 


Mr  Millar  said. 

"The  whole  basis  of 
percentage  uplift  depends  on 
inflation  and  estimated  increases 
in  prescription  numbers.  If  the 
inflationary  increase  is  greater 
than  8  per  cent,  chemist 
contractors  in  Scotland  will  have  a 
higher  percentage  increase  than 
was  originally  envisaged.  Getting 
rid  of  on-cost  denies  contractors 
this  insurance." 

Leading  the  complaints  is 
former  PGC  chairman  Stephen 
Woods,  whose  comparison  with 
England  and  Wales  was 
mentioned  by  Mr  Millar. 

Mr  Woods  says  he  has  had 
over  30  calls  and  letters  since  his 
letter  of  criticism  appeared  in  the 
Pharmaceutical  Journal  last 
week. 

"Even  using  the  new  fees, 
with  an  estimate  of  the  average 
ingredient  cost  of  £5 . 50 ,  and  given 
that  the  oncost  in  Scotiand  is  6  per 
cent  against  5  per  cent  in  England 
and  Wales,  my  computer  tells  me 
that  in  the  lowest  band  Scottish 
contractors  are  £78  a  year  worse 
off.  When  you  get  to  higher  script 
volumes  the  differences  can  be 
thousands,  almost  enough  to  pay 
for  a  pharmacist.  It  suggests  that 
the  only  second  pharmacists  being 
employed  are  in  England  and  I'm 
sure  that  cannot  be  the  case." 

He  is  also  critical  of  the 
descending  fee  scales,  dismissing 
Mr  Millar's  suggestion  that 
Scottish  pharmacist  are  more 
efficient.  Costs  cannot  be  that 
different,  he  says. 

Mr  Woods  says  his  next  move 
is  likely  to  be  to  join  all  the 
dissatisfied  contractors  together 
with  a  meeting. 


Scottish  fees  1989-90 

Fee  per  script 

2a  Liquids  prepared  to  special  formula  315p 
bi     Ointments,  creams  prepared  by  dilution  etc 

upto200g  262p 
201g  to  500g  525p 
ii     Ointments,  creams  prepared  to  special 
formula 

up  to  200g  525p 
201g  to  500g  1050p 

c      Bulk  powders  525p 

d     Individual  powders,  capsules  etc 

first  10  210p 
each  one  thereafter  21p 

e     Liquids  prepared  by  asepuc  technique  525p 

f      Liquids  prepared  by  BP  sterilisation  process 
1050p 

3  Appliances 

a  all  except  b  lOp 
b  ostomy/unnary  equipment  II  I5p 

4  CD  prescriptions  105p 

5  Fee  related  to  period  of  treatment  30p 

Urgent  prescriptions 

a      Endorsed  "urgent" 

i  dispensed  between  close  and  11pm  £9.4(1 

ii  dispensed  between  11pm  and  opening 
time  £12.70 
in  dispensed  on  Sundays  and  public 
holidays  £12.70 

b     other  prescriptions  endorsed  urgently  £12.70 

Rola  fees 

Sundays,  public  holidays  and  early  closing  days 

£16.50  per  hour 

Other  weekdays  £7.00  per  hour 

Pre-registration  student  allowance  increases  from 
£2.400pato£2.520pa 

Oxygen  fees 

Set  rental  up  from  129p  to  150p  a  month 
Supply  of  sets  up  from  738p  to  775p 
Supply  of  cylinders,  collection  of  sets/cylinders, 
ineffective  journeys  all  increased  from  662p  to  695p 


Delivery7  allowances 

1-6  6-111 
miles 

i  Supply  sets  786p  1373p 

u  Supply       710p  1301p 

cylinders 

ill  Supply  masks 

iv  Collect  set/cylinders 

v  Ineffective  journeys 


10-20    20-30   over  30 


1536p  2196p 
1464p  2127p 


mile 
65pa 
mile 


asu 
as  ii 


Essential  small  pharmacy  allowance  up  from  85p  a  scnpt 
to  lOOp.  Maximum  monthly  payment  £700. 


Exmouth  pharmacist  chips  in 


Michael  Clarke,  proprietor 
pharmacist  in  Exmouth,  is  one  of 
the  first  in  the  UK  to  be  involved 
in  the  use  of  a  "smart  card"  for 
patient  records  {C&D  February 
18p238). 

The  Care  Card  provides  a 
facility  for  viewing  the  prescribed 
drugs  and  any  information  on  the 
patients'  conditions  and  allergies 
that  the  GP  wishes  the  pharmacist 
to  know.  The  only  information 
that  the  pharmacy  can  enter  is  the 
actual  issue  of  a  drug  and  the 
pharmacy  identity  number. 

Michael  Clarke  says:  "It  is 
very  early  days  yet  to  judge  its 
advantages  or  disadvantages.  I 


see  a  great  benefit  to  any  patient 
referred  to  a  hospital,  as  any 
change  in  medication  can  be 
entered  immediately  by  the 
hospital  and  read  subsequently  by 
the  GP  —  without  waiting  for  a 
letter  from  the  consultant . ' ' 

In  use  the  Care  Card  provides 
an  FP10  for  the  GP  and  a  label  for 
the  pharmacy,  recording  these 
activities  in  the  process.  This 
avoids  the  chance  for  errors  in 
writing  and  the  transcription  of  the 
FP10  right  up  to  the  actual  label 
stage.  The  possible  weak  link  is 
the  input  of  information  by  the  GP, 
who  may  not  have,  or  may  omit, 
critical  information. 


Script  charge 
increase? 

Mr  Kenneth  Clarke,  Health 
Secretary,  is  poised  to  announce 
an  increase  in  prescription 
charges.  Most  MPs  expect  the 
current  charge  of  £2.60  to  be 
increased  by  15-20p. 

Ministers  have  been  under 
strong  pressure  not  follow  the 
pattern  of  recent  years  by 
imposing  an  increase  well  in 
excess  of  annual  rate  of  inflation  — 
currently  7.5  per  cent. 

Whatever  the  increase,  it  is 
certain  to  be  fiercely  attacked  by 
Opposition  MPs. 


Pharmacist 
loses  fraud 
appeal 

A  pharmacist  who  served  a  two- 
year  jail  sentence  for  a  switched- 
drugs  fraud  on  pharmaceutical 
wholesalers  has  lost  his  appeal 
against  conviction. 

Three  Appeal  Court  judges  in 
London  were  told  on  Tuesday  that 
the  decision  would  mean  almost 
certain  professional  death  for  Om 
Parkash  Sood ,  42 ,  who  carried  on 
his  business  in  High  Road, 
Wormley,  near  Cheshunt,  Herts. 
But  Lord  Justice  Neill,  sitting  with 
Mr  Justice  Tucker  and  Mr  Justice 
Rougier,  said  the  court  could  see 
no  reason  for  interfering  with  the 
decision  of  the  Snaresbrook 
Crown  Court  jury  that  convicted 
him  on  September  11,  1987. 

The  judges  also  rejected  the 
pharmacist's  plea  that  an  order 
that  he  should  pay  £5,000  towards 
the  costs  of  the  seven-day  trial 
should  be  set  aside. 

Sood,  who  faces  being  struck 
off  the  Register  of  Pharmaceutical 
Chemists,  was  convicted  of  three 
counts  of  obtaining  credit  for 
returned,  expensive  drugs  by 
deception  from  Macarthys  Ltd. 
He  was  also  convicted  of  doing  an 
act  tending  to  pervert  the  course 
of  justice. 

Sood  was  alleged  to  have 
substituted  aspirin  and  vitamin  C 
tablets  for  returned  drugs  he 
claimed  were  Androcur,  Aldactide 
and  Primolut  N. 

He  was  then  alleged  to  have 
handed  documentation  to  another 
retailer,  Mr  Peter  Petrossian,  as 
a  means  of  explaining  the 
presence  on  his  premises  of 
excessive  quantities  of  Aldactide 
and  Primolut  N. 

The  pharmacist  did  not  dispute 
that  substitutions  had  been  made 
but  he  denied  responsibility  and 
contended  that  the  relevant  return 
containers  had  not  been 
sufficiently  identified  as  coming 
from  him. 

Lord  Justice  Neill  said  the 
Appeal  Court,  having  considered 
all  the  evidence,  was  satisfied  that 
the  jury  were  entitled  to  conclude 
that  the  containers  came  from 
Sood.  The  court  did  not  agree 
with  him  that  the  trial  judge  had 
wrongly  allowed  the  jury  to  hear 
inadmissible  evidence,  or 
misdirected  them  on  the  role  in 
the  case  of  Mr  Petrossian.  The 
conviction  appeal  had  to  be 
dismissed. 

On  sentence,  Lord  Justice 
Neill  said  the  jail  term,  which  Sood 
had  already  served,  had  been  fully 
merited.  The  offences  were 
serious.  The  court  appreciated 
that  the  case  might  very  well 
mean  professional  death  for  Sood. 
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"I  just  add  if  all  up,  Mr  Blewit.  You're  the  one  that  keeps  the  tranquillisers! 


JIC  pay  rates  up 
by  6.4  per  cent 


An  increase  in  rates  of  pay  of  6.4 
per  cent  has  been  agreed  by  the 
Joint  Industrial  Council  for  Retail 
Pharmacy  (England  and  Wales) 
for  pharmacists,  pharmacist 
managers,  dispensing  and  shop 
assistants.  The  new  rates  and 
conditions  of  employment  come 
into  effect  from  April  10. 

The  changes  to  the  1988 
agreements  are:- 
9  An  increase  of  £5.50  a  week 
raises  the  minimum  shop 
assistants'  wages  from  £85.90  to 
£91.40.  This  represents  an 
increase  of  6.4  per  cent  which  will 
jalso  apply  to  the  rates  for  junior 
shop  assistants. 


■  Minimum  rates  for  dispensing 
assistants  will  also  be  increased  by 
6.4  per  cent. 

■  Special  relief  has  been  lifted  to 
£3,685  weekly  turnover. 

■  Pharmacist  managers  and 
manageresses  receive  a  6.4  per 
cent  salary  increase  on  the 
minimum  salaries  on  a  revised 
turnover  band  uplifted  to  allow  for 
drug  inflation  at  10.3  per  cent  and 
RPI  at  6.8  per  cent. 

■  Pharmacists  also  receive  a  6 .4 
per  cent  increase. 

■  Where  a  pharmacist  is  called 
on  to  perform  rota  duties  under 
the  NHS  the  hourly  payments 
have  been  increased  to  £4.65  on 


weekdays  and  £10.75  on  Sundays, 
half  days  and  customary  holidays. 

The  new  wages  and  conditions 
which  are  based  on  a  normal 
working  week  of  39  hours  are 
shown  below. 

Agreement  for  pharmacists 

Minimum  annual  salary  scales 
Pharmacist  managers 


NHS  to  use  EDI  soon 


rhe  NHS  aims  to  handle  80  per 
:ent  of  the  orders  between  health 
authorities  and  over  10,000 
suppliers,  valued  at  £2  billion  per 
annum,  by  electronic  data 
nterchange  within  three  years. 
Significant  savings  to  the  NHS  are 
?xpected,  with  more  efficient 
:urn-around  of  orders, 
stockholdings  and  payments. 

The  announcement  follows  a 
oint  NHS/pharmaceutical 
ndustry  trial  of  International 
Network  Services'  Pharmanet 
ervice,  which  was  concluded  last 
ear.  The  trial  was  instigated  by  a 
ommittee  of  wholesalers, 
pharmaceutical  manufacturers, 
he  ABPI,  the  NHS  and  NE 
Thames     Regional  Health 


Authority.  A  number  of  RHAs  are 
already  connected  to  EDI  and  the 
two  in  the  trial  were  Mersey  and 
Wessex.  Most  regions  will  use 
EDI  before  the  end  of  the  year. 

Suppliers  will  be  "firmly 
encouraged"  to  move  rapidly  to 
the  use  of  EDI.  '  'We  support  the 
established  UK  Tradacoms  data 
interchange  standard  because  we 
want  EDI  to  happen  now,  but  will 
be  moving  towards  use  of  the 
emerging  international  EDIFACT 
standards  which  will  become  of 
increasing  importance  towards 
1992,"  says  Brian  Love  of  the 
NHS  Procurement  Directorate. 

This  NHS  electronic  initiative 
complements  the  strategy  already 
adopted  by  major  UK  retailers. 


Weekly  Turnover 

London 

Provincial 

£2389-£2626 

£9039 

£8916 

£2627-22888 

£9218 

£9097 

£2889-£3179 

£9404 

£9278 

£3180-£3497 

£9592 

£9461 

£3498-£3858 

£9783 

£9652 

£3859-£4230 

£9980 

£9845 

£4231-£4652 

£10177 

£10040 

£4653-£5119 

£10402 

£10241 

£5120-£5631 

£10590 

£10448 

£5632-£6194 

£10802 

£10656 

£6195  and  over 

£11019 

£10868 

Pharmacists 

London  Provincial 

1st  year 

£6696 

£6577 

2nd  year 

£6930 

£6812 

Agreement  for  dispensing  assistants  and 

shop  assistants. 

Minimum  weekly  rates  of  wages 

Dispensing  assistants 

Age 

London 

Provincial 

20 

£99.82 

£99.24 

21 

£102.38  £101.77 

Shop  assistants 

Age 

London  Provincial 

16 

£59.68 

£59.40 

17 

£68.88 

£68.54 

18 

£78.04 

£77.68 

19 

£91.80 

£91.40 

Special  relief:  The  dispensing 
assistants  and  shop  assistants 
agreement  permits  an  employer 
providing  an  essential 
pharmaceutical  service  and  who  is 
suffering  special  economic, 
financial  or  trading  difficulties  to 
apply  for  authority  to  pay  up  to  1 5 
per  cent  lower  rates  if  the 
combined  NHS  and  counter 
turnover  is  under  £3,685  a  week . 


More  milks 
controversy 

Media  reports  about  the  dangers 
of  aluminium  in  soya-based 
babymilks  may  have  been 
misleading. 

A  letter  in  The  Lancet  last 
week  recommended  that  soya- 
based  formulas  should  be  available 
on  medical  advice  only,  but  one  of 
the  authors,  Dr  N.  Bishop,  MRC 
Dunn  Nutrition  Unit,  Cambridge, 
has  since  told  C&D  that  because 
of  a  misprint,  a  line  was  omitted 
which  might  have  changed  the 
emphasis.  His  original  letter 
recommended  that  these  formulas 
should  be  used  in  the  first  four 
weeks  of  life  only  for  specific 
medical  conditions  such  as 
established  forms  of  milk 
intolerance.  Soya-based  formulas 
have  the  highest  aluminium  and 
phytate  content  of  any  available 
for  newborn  infants  and  may 
represent  an  avoidable  hazard 
when  gastro-intestinal  and  renal 
function  are  immature,  he  said. 
Premature  babies  and  those  with 
kidney  problems  are  well-defined 
risk  groups. 

Aluminium  absorption  may  be 
increased  the  first  days  after  birth, 
when  the  gastro-intestinal  tract  is 
at  its  most  permeable,  and 
immature  or  reduced  kidney 
function  can  result  in 
acccumulation.  Aluminium  uptake 
and  deposition  is  thought  to  be 
enhanced  by  zinc  deficiency, 
which  may  be  present  in  babies 
born  to  mothers  who  smoked  or 
consumed  alcohol  during 
pregnancy.  Infants  fed  exclusively 
on  soya-based  milks  may  risk 
reduced  zinc  availability  because 
of  the  increased  phytate  content. 

The  authors  believe 
insufficient  data  are  available  for 
firm  recommendations  on  safe 
levels  for  all  infants  but  say  there 
is  no  evidence  that  cow's  milk 
formulas  pose  a  risk  to  most  full- 
term  infants. 

The  Department  of  Health 
independent  expert  Advisory 
Committee  on  Toxicity  of 
Chemicals  in  Food,  Consumer 
Products  and  the  Environment 
recently  considered  analyses  of 
aluminium  in  baby  milks  and  saw 
no  need  to  reduce  the  levels. 
Potential  intakes  from  infant 
formulas  were  well  within  the 
acceptable  levels  specified  by  the 
joint  FAO/WHO  Expert 
Committee  on  Food  Additives. 

Reckitt  &  Colman  are  inviting 
pharmacists  to  send  for  the  first 
booklet  in  the  pharmacy 
knowledge  pack,  covering 
indigestion.  The  free  pack  is 
intended  to  help  pharmacists  train 
counter  staff.  The  next  booklet 
will  be  on  constipation.  Reckitt  & 
Colman  pharmaceutical  division. 
Tel:  0482  26151. 
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Ask  your 
pharmacist 
about  lice 

Dr  John  Maunder  of  the  Centre  of 
Medical  Entomology  at 
Cambridge,  has  stoutly  defended 
the  pharmacists'  role  in  campaigns 
to  eradicate  head  lice. 

Dr  Maunder  protested  that  in 
the  past  local  authorities  and  other 
health  groups  had  "totally  ignored 
pharmacists",  replying  to  a 
question  posed  at  the  National 
Pharmaceutical  Association's 
seminar  on  head  lice,  held  at  the 
Royal  Society  of  Medicine  last 
week.  He  said  that  on  occasions 
they  had  handed  out  Pharmacy 
Only  medicines  in  an 
indiscriminate  way,  without 
proper  advice  and  free  of  charge. 

Because  this  "free-for-all" 
had  failed  to  eradicate  the  lice, 
chemists  were  now  being  asked  to 
participate  and  perhaps  receive 
some  small  reward  in  the  form  of 
sales,  which  for  so  long  had  been 
denied  to  them,  Dr  Maunder  said. 

In  his  review  of  the  fight 
against  lice,  Dr  Mander 
emphasised  the  need  to  rotate  the 


NPA  PR  officer  Tanya  Turton  at 
last  Thursday 's  briefing 

use  of  malathion  and  carbaryl,  as 
development  of  immunity  to 
either  would  be  serious. 

Dr  Maunder  demonstrated 
that  emulsions  and  alcoholic 
preparations  would  deliver  much 
higher  effective  dose  when 
compared  with  the  shampoo.  In 
general  he  favoured  the  emulsions 
as  they  provided  an  effective  dose 
in  a  relatively  acceptable  form,  but 
as  with  all  preparations,  the 
contact  time  should  be  as  long  as 
reasonable,  certainly  more  than 
the  minimum  time  of  two  hours 
recommended  by  some 
manufacturers. 

Dr  Maunder  strongly 
supported  the  NPA's  view  that 
future  education  should  dispell  the 
"dirty  and  shameful"  attitudes 
associated  with  the  problem  and 
confirmed  that  head  lice  liked 
warm,  short  clean  hair.  The  major 
task,  he  said,  was  to  trace  the 
carrier  who  was  frequently  found 
to  be  an  older  adult. 


Digoxin  and 
antibiotics 

Some  patients  may  require  lower 
doses  of  digoxin  when  prescribed 
erythromycin  or  tetracycline. 

This  observation  comes  from 
a  case  reported  by  a  pharmacist 
and  doctors  at  Guy's  Hospital, 
London  in  last  week's  British 
Medical  Journal.  A  patient  taking 
0.25mg  of  digoxin  daily,  had  toxic 
blood  levels  of  digoxin,  four  days 
after  starting  a  course  of 
erythromycin. 

This  interaction  may  occur  in 
some  10  per  cent  of  patients  who 
excrete  about  30-40  per  cent  of  a 
dose  of  digoxin  in  the  urine  as 
reduced  metabolites.  (In  most 
other  patients  the  drug  is 
unchanged).  These  metabolites 
are  less  cardio-active  and  patients 
may  require  higher  maintenance 
doses. 

Treatment  with  erythromycin 
or  tetracycline  affects  the  gut 
organism  Eubacterium  lentum, 
resulting  in  a  rise  in  blood  levels. 


The  risk  of  interaction  may  be 
reduced  by  using  a  preparation, 
digoxin  with  greater  bio- 
availability, such  as  an  elixir. 


New  Bill  for 
NHS  Paper 

The  Government  is  to  introduce  a 
major  Bill  in  the  next  session  of 
Parliament  to  give  effect  to  the 
changes  outlined  in  the  White 
Paper  "Working  for  Patients". 

Primary  legislation  —  as 
opposed  to  statutory  regulations 
authorised  by  existing  statutes  — 
is  needed  to  implement  a  number 
of  key  proposals,  including  the 
new  procedures  designed  to  limit 
the  NHS  drugs  bill. 

The  White  Paper  is  continuing 
to  come  under  fire  from 
Opposition  MPs  and  earlier  this 
week  the  Social  and  Liberal 
Democrats  launched  a  wide 
ranging  attack  in  a  booklet 
marking  the  start  of  a  nationwide 
consultation  exercise. 


NPA  Provident  Society 
share  dividend  well  up 


Members  of  the  Pharmaceutical 
and  General  Provident  Society  are 
to  recieve  an  increased 
apportionment  per  share,  up  from 
£1.80  to  £2.50,  the  National 
Pharmaceutical  Association  Board 
heard  at  its  February  meeting. 

Interest  on  members' 
balances  is  to  be  increased  from 
11  percent  to  I2lk  percent.  The 
Society  also  provisionally 
recommended  that  the  terminal 
bonuses  paid  on  retirement  should 
double  to  25  per  cent  from  June  1 . 
Solpadeine/Paracodol:  The  Board  was 
concerned  to  learn  of  members' 
worries  that  some  customers  are 
being  habituated  to  Solpadeine  and 
Paracodol.  Where  these  products 
were  formerly  prescribed  patients 
were  now  purchasing  their 
supplies  over  the  counter. 
Andrew  Watson  (Scotland)  was 
worried  that  middle-aged  women 
were  coming  regularly  into  his 
pharmacy  to  buy  large  packs  of 
tablets  with  various  excuses. 
Jeremy  Clitherow  thought  that 
pharmacists  should  exercise  care 
in  deciding  whether  or  not  to 
refuse  a  sale,  because  codeine- 
containing  analgesics  might  be 
used  to  stave  off  withdrawal 
symptoms  from  illegal  drugs. 
Needle  exchange  schemes:  Jeremy 
Clitherow  (Liverpool)  was  asked 
to  prepare  a  practical  advice  leaflet 
to  be  sent  out  with  the  NPA  code 
of  practice  to  pharmacists 
operating  a  needle  exchange 
scheme.  It  was  also  agreed  to 
commend  to  NPA  members  the 
idea  of  alert  codes  to  summon  help 
from  staff  or  even  the  drug  squad. 
Aerosols:  The  Board  decided  to  ask 
the  manufacturers'  association 
whether  it  is  to  discontinue  the 
use  of  unsuitable  propellants, 
especially  the  CFCs  and  butane, 
which  is  explosive  and  subject  to 
"sniffer"  abuse.  The  use  of 
pump-action  and  nitrogen 
propelled  sprays  was  endorsed. 
Ag  &  Vet  Diploma:  The  NPA  is  to 
continue  to  support  the  Society's 
Ag  and  Vet  pharmacy  course 
having  received  a  letter  from 
assistant  secretary  Bruce  Rhodes 
saying  that  there  had  been  a 
marked  increase  in  interest. 
London  marathon:  Pharmacists  taking 
part  in  the  London  marathon  can 
again  carry  "Ask  your 
pharmacist"  on  a  T-shirt  in  return 
for  a  £100  sponsorship  by  the 
NPA  for  any  charity.  Applications 
to  Ann  Northey. 

Chemist  title:  An  approach  has  been 
made  to  major  pharmacy  groups 
and  the  Board  was  pleased  to 
learn  that  they  were  all 
considering  using  "Pharmacist" 
instead  of  "Chemist"  on  fascia 
boards  and  shop  fittings. 


Plea  for  standard  containers:  The 

Board  decided  to  voice  its  concern 
to  the  ABPI  that  small  dispensing 
and  counter  packs  of  tablets  and 
capsules  are  being  supplied  in 
containers  which  cannot  be  fitted 
with  child-resistant  caps.  If  the 
original  packs  has  standard  screw 
tops,  then  a  child-resistant  cap 
could  be  substituted  where 
necessary  without  repacking. 
New  technical  pharmacist:  The  Board 
confirmed  the  appointment  of 
David  Gay  as  information  technical 
pharmacist.  He  joined  the  NPA  on 
March  8  from  his  present  post  in 
the  Royal  Pharmaceutical 
Society's  Law  Department. 
NPA  Board  elections:  Three  seats  are 
to  be  contested  —  the  North- 
East,  the  Northern  Home 
Counties  and  the  South-East. 
Mike  Thornton,  chairman, 
(South)  and  John  Wilford  (South- 
East)  will  be  standing  down;  and 
the  two  Scottish  members  will  be 
appointed  by  the  SPF  Council. 
Otherwise,  nominations  have 
been  received  from  all  the  current 
Board  members. 
Extraordinary  General  Meeting: 
Although  the  voting  was  more 
than  2  to  1  in  favour,  the  special 
resolution  to  revise  the  Articles  of 
Association  failed  to  secure  the 
required  75  per  cent  majority.  An 
amended  resolution  will  be  put  as 
soon  as  is  practicable. 
Business  services:  The  Business 
Service  Committee  reported  that 
during  1988  each  member,  on 
average,  had  saved  over  £64  in 
discounts  through  the  Business 
Services  Department. 
Cholestrol  screening:  Board  members 
will  be  able  to  compare  the 
features  of  the  new  Ames 
cholesterol  screening  system  with 
those  of  the  Boehringer 
equipment  which  they  will  see  this 
month.  Advice  for  members  on 
the  choice  of  system  was  being 
prepared. 

On  the  suggestion  of  a  London 
member,  it  was  agreed  to  reduce 
the  number  of  "Purchases" 
pages  and  increase  the  number  of 
"Sales"  pages  in  the  methadone, 
diamorphine  and  morphine 
sections  of  the  NPA's  Controlled 
Drugs  Register,  to  reflect  current 
usage. 

An  increased  discount  had 
been  negotiated  with  the 
publishers  of  MIMS.  Members 
need  only  pay  £19  or  £18 
(depending  on  the  total  number  of 
subscriptions)  for  bi-monthly 
copies,  costed  at  £41  for  the  full 
subscription. 

It  was  agreed  that  the  next 
exhibition  of  NPA  equipment  and 
services  would  be  held  in  1991  at 
the  City  Hall,  St  Albans,  June  9. 
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Folkestone 
appeal  lost 

Folkestone  pharmacists 
protesting  against  the  "major 
relocation"  of  a  pharmacy  to  a  site 
adjacent  to  a  group  practice 
surgery,  have  lost  their  appeal 
(C&D  December  10,  p989). 

The  essential  small  pharmacy, 
Chaplin  &  Co  in  Sandgate,  near 
Folkestone,  plans  to  move  around 
three  quarters  of  a  mile  up  a  steep 
hill  to  new  premises  at  180 
Sandgate  Road,  Folkestone.  A 
number  of  pharmacists  in  the  town 
claim  they  face  losses  of  scripts  of 
up  to  38  percent. 

However,  Chaplin  &  Co 
proprietor  Stuart  Irvine  told  C&D 
in  December  that  the  decision  to 
allow  the  move  was  concerned 
with  patient  care,  not  commercial 
matters,  a  view  shared  by  Kent 
FPC  administrator  David 
Homeshaw. 


Mianserin 
reminder 

The  next  issue  of  the  Committee 
on  Safety  of  Medicines  bulletin, 
Current  Problems,  is  likely  to 
remind  doctors  of  the  possibility  of 
blood  dyscrasias  in  patients  taking 
mianserin. 

Organon  Laboratories,  who 
challenged  a  DoH  decision  to 
restrict  the  use  of  mianserin  in  the 
Over  65  age  group,  have  now 
allowed  their  injunction 
preventing  publication  of  Current 
Problems  to  be  lifted  after  the 
DoH  agreed  to  drop  any  mention 
of  a  restriction  on  Bolvidon  use. 

A  spokesman  for  Organon  told 
C&D  they  did  not  intend  to  stop 
the  DoH  sending  out  a  warning. 
"A  warning  about  the  possibility 
of  blood  dyscrasias  has  been  in  the 
Data  Sheet  for  Bolvidon  for  some 
time,"  he  said. 

But  two  High  Court  judges  had 
agreed  with  Organon  that  the 
Medicines  Commission  had  been 
wrong  to  exclude  from  its 
deliberations  evidence  of 
mianserin's  comparative  safety  in 
overdose.  The  Department  is 
appealing  against  that  decision. 


Medised 

panpharma  has  heard  that  the 
contents  of  some  140ml  bottles  of 
Vledised,  batch  number  831114 
lave  become  discoloured. 
Although  this  does  not  affect 
safety  or  efficacy  of  the  product, 
Panpharma  ask  pharmacists  to 
'eturn  stocks  of  this  batch  to  their 
wholesaler  for  replacement. 


TOPICAL  REFLECT 


Winning 
support 


Last  week  my  staff  and  I 
voted  on  our  monthly 
enterprise  awards  for 
community  pharmacy. 

Accolade  of  the  month 
must  go  to  Vichy  for  their 
latest  scheme  for  promoting 
both  their  own  interests  and 
those  of  their  pharmacy 
outlets.  A  small  free  gift  of 
skin  care  booklets  and 
samples,  with  customers 
instructed  by  television 
advertising  to  go  to  their 
local  pharmacy  for  their  free 
gift.  The  response  has  been  enormous 
with  our  small  pharmacy  alone  distributing 
two  gross  of  these  boxes  in  ten  days.  Well 
done! 

Raspberry  of  the  month,  however, 
must  go  to  Unicliffe  for  their  promotion  of 
Plax.  An  unusual,  unique  product  with  the 
potential  to  expand  a  market,  backed  by 
massive  media  advertising  but  where  the 
trade  support  has  been  abysmal.  The 
product  was  launched  early  in  January 
(C&D  January  7,  plO)  followed  by  double 
page  spreads  in  C&D.  So  far  so  good, 
then...  nothing.  I  have  seen  neither 
representative,  direct  mail  out  or 
wholesaler  sheet  to  introduce  me,  firstly 
to  their  product,  and  then  to  the  special 
introductory  terms  that  the  launch  of  this 
product  surely  deserves. 

To  add  insult  to  injury,  public  demand 
has  now  started,  even  before  national 
advertising  has  properly  commenced.  And 
the  wholesalers  are  out  of  stock.  I  have 
ordered  directly  from  Unicliffe  by  phoning 
Chemist  Brokers  because,  fortunately,  I 
have  an  old,  little  used  account  still  in 
operation.  However,  the  implication  was, 
that  if  I  had  not  had  an  account  then  they 
would  only  supply  by  wholesale.  Their 
attitude  was  nonchalant  to  say  the  least 
and  here  was  a  customer  begging  to  buy 
their  product.  Rare  indeed  for  me  these 
days.  I  think  the  product  is  a  winner,  but 
the  support  has  been  lacking. 


New  contract 
effects... 


It  is  now  18  months  since 
our  much  vaunted  new 
contract  came  in.  Some 
pattern  in  its  effects  is 
beginning  to  be  seen. 
Certainly  the  prediction  of 
significant  retail  closures 
has  not  been  borne  out.  In 
fact,  they  are  at  such 
sufficiently  low  level  that  I 
suspect  this  is  one  reason 
for  the  Government's 
unilateral  abandonment  of 
cost-plus  element  of  the 
contract. 

There  has.  however, 
been  a  definite  reduction  in  openings  in 
urban  areas.  Much  of  the  emphasis  of 
applications  for  new  pharmacies  has 
moved  to  rural  pastures  which  has 
aggravated  the  application  of  the  Clothier 
Regulations  to  the  point  where  they  are 
becoming  unworkable. 

This  is  a  sad  reflection  on,  in  the  main, 
the  greed  of  the  medical  profession  in 
attempting  to  keep  for  themselves  the 
dual  rewards  of  both  the  medical  and  the 
supply  element  of  the  pharmaceutical 
service.  With  the  Writtle  hearing  now 
adjourned  into  April,  and  threatening 
noises  being  emitted  from  medical  throats 
at  every  turn,  the  future  of  Clothier  looks 
perilous  indeed. 

The  net  effect  of  the  problems  of 
applying  to  open  has  raised  the  apparent 
value  of  businesses  for  sale  to  the  point 
where  any  single  pharmacist  is  barely  able 
to  compete  with  the  multiple  chains  for 
ownership  of  all  but  the  smallest 
businesses.  This,  in  itself,  must  produce 
stagnation,  with  the  removal  of  the 
individuality  that  has  in  the  past  made  the 
profession  so  dynamic. 

I  would  like  to  wave  my  magic  wand 
and  produce  an  instant  answer  to  this 
problem  but  I  cannot  forsee  anything  but 
an  erosion  of  independent  pharmacists, 
with  an  increasing  dominance  by  the 
multiples. 
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Better  late 
than  never! 

The  special  general  meeting  is 
now  but  a  month  away,  and  all 
registered  pharmacists  will  have 
received  this  week  the  special 
supervision  leaflet  entitled 
"Practising  our  profession" . 

We  pharmacists  have  at  last 
received  something  which 
resembles  a  clear,  concise  and 
factual  explanation  of  the 
proposed  changes  in  the  rules  of 
supervision.  I  congratulate  the 
Society  on  this  belated  effort! 

Why  wasn't  the  leaflet  sent 
out  at  the  initial  publication  of  the 
proposed  new  rules?  It  is  this  very 
lack  of  previous  communication 
and  explanation  in  which  there  is 
no  confidence,  not  in  the  new 
rules  themselves.  Surely  our 
Council  members  are  worldly 
wise  enough  to  realise  that  there 
will  always  be  resistance  to  any 
change,  unless  the  change  is 
comprehensively  explained. 

In  my  opinion,  our  Council  now 
sees  this  change  as  paramount  for 
the  continued  existence  of 
pharmacy  as  a  true,  liberal  and 
living  profession.  If  this  is  so,  then 
the  SGM  must  be  used  as  a 
vehicle  by  our  Council  to  pass  a 
vote  of  confidence  in  its  proposals. 

If,  however,  the  motion  of  no 
confidence  is  carried,  I  would 
expect  all  our  democratically 
elected  Council  members  to 
resign.  They  should  then  offer 
themselves  for  re-election,  for  if 
they  and  their  proposals  are  held 
in  such  high  esteem  they  will 
surely  be  re-elected  with  a 
strengthened  mandate. 


David  Thomas 

Wolverhampton 


Wholesaler 
tactics 

Although  not  in  the  news  at  the 
moment,  the  Unichem  saga 
continues  to  ensure  the  distortion 
of  the  wholesale  market. 

Mr  Mair,  in  his  recent 
chairman's  circular  to  members, 
seeks  to  reassure  them  about  the 
MMC  referral;  seeks  to  divide 
them  by  condemning  members 
upset  at  Unichem's  tactics  to 
recruit  customers  from  other 
wholesalers;  and  to  mislead  them 
by  equating  the  Unichem  scheme 
with  an  uncontroversial  flotation 
by  the  National  Freight 
Corporation. 

Mr  Mair's  continuing  theme 
that  members  with  small  accounts 
are  bad  news  is  self-evidently 
silly.  Many  critics  and  even  more 


of  those  effectively  expelled  to 
make  room  for  the  bigger 
operator  would  prefer  to  put  more 
business  through  their  friendly 
society  if  permitted. 

The  considerable  differences 
between  the  Unichem  and  NFC 
flotations  will  be  evident  to  many, 
but  are  worth  highlighting: 

a.  NFC  announced  the  flotation 
when  they  were  ready  to  go 
ahead.  Unichem  allowed  for  two 
years  to  build  up  turnover  by 
attracting  band  wagon  members. 

b.  NFC  used  their  existing 
shareholder  list,  those  who  had 
helped  build  up  the  business  over 
the  years,  for  preferential  share 
allocation.  Unichem's  new 
members  will  receive  rewards  like 
long  standing  Unichemists. 

c.  NFC  did  not  discriminate  against 
those  making  a  lesser  contribution 
to  the  company,  whereas 
Unichem  expelled  smaller 
accounts,  some  of  very  long 
standing,  like  me,  to  make  way  for 
big  operators. 

Let  us  hope  that  the  MMC  will 
rule  against  the  Unichem  ploy  to 
get  new  customers  by  financial 
blandishments. 


P.  Clarke 

Dorchester 


Nice  point  on 
on-cost 

I  was  pleased  to  see  the  letter 
from  Douglas  Davidson  in  last 
week's  C&D,  p351. 

Inevitably  the  report  of  my 
speech  to  the  Edinburgh  Branch 
of  the  Royal  Pharmaceutical 
Society  was  abbreviated,  and  in 
the  speech  itself  I  acknowledged 
the  point  Mr  Davidson  makes 
about  the  buffering  effect  of  on- 
cost for  individual  contractors.  He 
will  no  doubt  accept  that 
contractors  in  areas  where  low 
priced  items  were  prescribed 
have  traditionally  complained 
about  colleagues  being  paid  more 
for  the  same  work,  simply 
because  CPs  prescribed  more 
expensive  drugs. 

The  broad  point  I  was  making, 
however,  was  that  the  niceties  of 
on-cost  are  not  well  understood  in 
the  upper  reaches  of 
Government,  and  the  temptation 
is  for  Ministers  to  believe  that  the 
inflationary  element  of  on-cost 
increases  pharmacists' 
remuneration  as  a  whole. 

I  also  do  believe  that  in  the 
new  situation  into  which  we  are 
inexorably  moving,  with  cost- 
limited  payments,  it  will  be  easier 
to  argue  for  increases  in  fees 
based  on  the  provision  of  services. 

I  appreciate  Mr  Davidson's 
comments  relating  to  my  time  on 
the   Pharmaceutical  General 


Council,  and  he  knows  I  always 
welcomed  his  contribution  to 
debates.  He  has  no  need  to  feel '  'a 
touch  of  sadness ' '  for  disagreeing 
with  me  as  the  point  of  suggesting 
radical  alternatives  is  to  engender 
debate. 


Ian  Mullen 

Edinburgh 


Calling  the 
defence . . . 

I  refer  to  the  letter  written  by  Mr 
T.  P.  Astill  of  the  National 
Pharmaceutical  Association 
(C&D  February  18,  p268)in 
response  to  John  Davies'  letter 
calling  for  a  legal  department. 

Mr  Astill  says  that  the  CDA 
cover  will  include  the 
Pharmaceutical  Society's 
Statutory  Committee  hearing  only 
in  exceptional  cases.  I  feel  the 
NPA  Board  should  re-think  its 
policy  and  consider  giving  a  legal 
representation  in  other  cases. 
Pharmacists'  livelihoods  are  at 
stake  and  defending  themselves 
without  CDA  could  cost  dear. 

If  the  NPA  was  to  defend  the 
pharmacist,  the  cost  could  be 
borne  by  NPA  members  by  means 
of  increased  membership  fee 
(which  is  an  allowable  expense  for 
tax  purposes).  CDA  cover  should 
not  relate  to  cases  where  the 
pharmacist  has  been  convicted  of 
an  offence  and  has  been  referred 
to  the  Statutory  Committee. 
Legal  representation  should  not 
be  given  to  a  pharmacist  who  has 
supplied  large  quantities  of 
products  liable  to  abuse.  But  in 
some  cases  legal  representation 
by  CDA  would  be  feasible. 

The  same  applies  when  a 
company  has  been  brought  before 
the  Statutory  Committee  because 
one  of  its  employees  has  made  a 
dispensing  error,  even  though 
there  was  no  evidence  that  the 
condition  of  the  company's 
premises  had  in  any  way 
contributed  to  the  mistake. 

The  other  solution  might  be  to 
bring  in  a  new  regulation  which 
gave  the  Statutory  Committee  the 
power  to  award  costs  against  the 
Society,  where  the  misconduct 
has  not  been  proved  by  the 
Statutory  Committee.  The  NPA 
would  be  liable  to  pay  the  costs  of 
the  Society,  if  it  defended  a 
pharmacist  who  lost  a  hearing. 
However,  if  a  pharmacist  chooses 
to  accept  a  Statutory  Committee 
decision  without  any  legal 
representation,  then  he  should  not 
cam'  the  Society's  cost  if  the  case 
goes  against  him. 


Ashwin  Tanna 

London 
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SHAMPOO 


PC 

MEDICATED 

SCALP 
CLEANSER 

HERBAL 
FKAGRWt: 
SHAMPOO  FOR 
THE  TREATMENT 
OFFSORUSIS 
ITCHING  5CALP 
DANDRUFF  AND 
SF.BORRKOF.IC 
DERMATITIS 

125ml 


For  scalp  conditions  like  psoriasis,  dermatitis  and  dandruff,  coal  tar  shampoos  arc  a  very  effective  treatment.  But 
they're  not  the  sort  of  shampoo  most  people  would  want  to  use  a  moment  longer  than  necessary.  Until  now,  that  is. 

Alphosyl  Shampoo  is  different.  It  has  all  the  strength  of  coal  tar,  hm  no  unpleasant  coal  tar  smell.  It  doesn't  stain 
the  skin,  or  clothes,  or  the  hath. 

Instead,  its  lightly  fragranced  formula  leaves  the  hair  shiny  and  easy  to  manage.  So  much  so  that  when  the 
problem  has  cleared  up,  customers  are  likely  to  come  bouncing  back  for  more/   A  ¥  DIJACVF 

That  means  guaranteed  business  for  you,  because  Alphosyl  Shampoo  will  be  /\Ll  llUlJ  1  L 
ava.lable  solely  through  pharmac.es.  We  think  you'll  agree  that  .,•  5     H    A     M     P     O  O 

shampoo  for  professional  recommendation,  it  belongs  exclusively  on  your  counter.        With  the  fragrance  and 

Stafford-Miller  Ltd,  Hatfield.  Herts.  ALIO  0N7  - — — 1  ~f  ~  .  ~-  -L  


RPOINTS 


Braun  go  for 
style 

Braun  say  they  are  getting 
"switched  on"  forSpnng  with  the 
launch  of  a  new  electric  curling 
brush,  a  diffuser  attachment  for 
their  Silencio  hairdryers  and  three 
refund  offers. 

The  Easy  Style  electric  brush 
incorporates  a  revolving  barrel 
with  automatic  curl  release,  said 
to  prevent  hair  tangles. 

The  two  metre  swivelling  cord 
gives  freedom  of  movement  and 
the  brush  is  provided  with  a 
"ready"  indicator,  voltage 
adjustment  and  a  hanging  loop, 
retailing  at  £6.95. 

For  today's  styles  Braun  is 
introducing  a  diffuser  attachment 
(£4.95)  which  fits  five  of  their 
Silencio  hairbrush  range,  and  will 
now  come  ready  fitted  with  an 
approved  plug. 

A  money-back  promotion  in 
the  Braun  Independent  2000  and 
Clicker  gas  curlers  will  be 
advertised  in  the  national  and 
women's  Press  with  £2  refund 
vouchers  for  purchasers  to  claim 
their  money-back  up  to  May  6. 

Braun  is  offering  a  similar 
discount  scheme  during  this  seven 
week  period  with  £5  on  the  3000 
shaver  range  and  the  Exact  beard 
trimmer,  and  £3  on  the  2000 
series  of  shavers.  Vouchers  will 
be  available  in  the  advertisements 
and  at  point  of  sale.  Braun  Electric 
(UK)  Ltd.  Tel:  093  27 85611. 


Konica  spy 
camera! 

Konica  are  launching  a  new 
compact  camera,  the  A4,  so- 
called  because  it  can  photograph 
an  A4  sheet  of  paper. 

It  weighs  230g  and  is  said  to  be 
only  slightly  bigger  than  a 
cigarette  packet. 

It  has  a  fixed  35mm  F3.5  lens 
and  built-in  three  mode  flash.  DX 
coded  to  take  film  from  50  ISO  to 
3500  and  with  a  shutter  speed 
programme  from  1/3  second  to 
1/1500  seconds. 

The  camera  is  aimed  at 
business  people  and  is  expected  to 
retail  at  around  £110  from  April, 
say  Konica  UK.  Tel:  01-751  6121. 


Dr  White's  get  into  Shape 


Smith  &  Nephew  Consumer 
Products  Ltd  are  launching  a  Dr 
White's  Shapes. 

This  new  towel  is  shaped  in 
the  horizontal  plane  to  form  an 
hourglass  and  shaped  vertically  to 
form  a  profile.  This  gives 
maximum  absorbency  in  the 
centre  area  —  tapering  to 
minimum  bulk  at  the  ends  to  give 
a  three  dimensional  format,  the 
company  says. 

The  overall  effect  is  said  to  be 
good  leakage  prevention  as  well  as 
a  reduction  in  bulk. 


Shapes  will  be  available  in 
regular  (10  £0.65;  20  £1.19)  super 
(10£0.72;20£1.29)  and  night  (10 
£0.82)  variants.  Packed  in 
drawstring  bags,  design  and 
colour  coded  absorbencies  are 
consistent  with  the  other  Dr 
White's  products. 

The  launch  is  to  be  backed  by 
a  major  share  of  Smith  & 
Nephew's  £1.2m  advertising 
spend  on  Dr  White's,  running  in 
the  women's  and  teenage  Press. 
Smith  &  Nephew  Consumer 
Products  Ltd.  Tel:  021-3274750. 


Arrid 
minus  CFCs 

Carter-Wallace  have  announced 
the  removal  of  CFC  propellants 
from  their  products. 

Arrid  extra  dry  antiperspirant 
aerosol  is  now  propelled  by 
hydrocarbons,  and  caps  are  to 
carry  an  "ozone  safe"  symbol. 

A  number  of  changes  has  been 
made  across  the  range:  Arrid  for 
men  has  been  relaunched  in  two 
variants,  one  is  said  to  offer  a 
longlasting  fragrance  packed  in  a 
dark  grey  can  with  red  livery  and 
the  other,  a  lighter  fragrance  for 
daytime  use,  is  in  a  light  grey  can 
with  silver  livery. 

Arrid  for  men  will  be 
advertised  on  Sky  television 
during  April  and  May. 

A  new  solid  anti-perspirant 


deodorant  is  non-whitening  and 
does  not  leave  flaky  deposits  on 
the  skin,  says  the  company.  It  is 
available  in  unscented  and  for  men 
variants  (50g  £1.69).  And  Arrid 
roll-on  now  comes  in  a  new  design 
in  three  types:  unscented,  shower 
fresh  and  soft  pink  (50ml  £0.83). 
New  packs  offer  20  per  cent  extra 
free.  Carter-Wallace  Ltd.  Tel: 
0303  850661. 


S&N  units 

Two  new  display  trays  for  Lil-lets 
and  Dr  Whites  Contour  have  been 
designed  by  Smith  &  Nephew. 

They  are  based  on  a  flexible 
format  which  can  be  adapted 
according  to  shelf  depth  and 
feature  movable  dividers  for 
product  variants  and  slot  in  fascia 
labels.  Smith  &  Nephew.  Tel: 
021-3274750. 


Marigold 
launch 
disposable 
glove 

LRC  Products  have  developed  a 
new  disposable  glove  "designed 
for  dealing  with  dirty  or  unpleasant 
household  chores". 

They  say  that  there  is  a  wide 
variety  of  uses  for  the  gloves 
including  shoe  polishing,  indoor 
plant  care,  cleaning  the  bathroom, 
emptying  litter  trays,  changing 
nappies  and  DIY. 

The  gloves  (£0.99  per  pair) 
come  in  one  size  to  fit  either  hand 
in  retail  packs  of  eight,  with 
graphics  in  royal  blue  and  silver. 

The  launch  will  be  supported 
by  a  long  term  promotion 
campaign  including  money-off 
coupons  in  the  national  Press. 
LRC  Products.  Tel:  01-5272377. 

Magnetic 
BWC  colour 
compact 

Beauty  Without  Cruelty  are 
launching  a  magnetic  compact 
designed  to  hold  up  to  four 
eyeshadows. 

BWC  say  that  the  compact  is 
smartly  designed  holding  a  mirror 
inside  the  lid  (£1.95). 

Twelve  new  eyeshadow 
colours  are  also  being  launched  by 
BWC  to  fit  into  the  compact.  BWC 
say  that  there  are  five  '  'dramatic" 
shades  including  cornflower, 
marigold,  blueberry,  peppermint 
and  barley  sugar.  There  are  four 
"pastel"  shades  in  sweet  pea, 
forget  me  not.  hollyhock  and 
heather,  and  there  are  three 
"neutral"  shades,  pewter,  sable 
and  godet  (all  £1.60  each).  The 
eyeshadow  godets  are  based  on 
talc  and  other  ingredients  which 
BWC  say  are  vegetarian,  with  no 
testing  on  animals. 

BWC  are  planning  to  add  ; 
blushers  to  the  godet  range  at  the 
end  of  1989.  Beautv  Without 
Cruelty.  Tel:  0732  365291 
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Right  Guard 

Vogue  is  the  latest  variant  to  be 
added  to  Gillette's  Right  Guard 
range,  which  has  just  been 
repackaged. 

Aimed  at  young,  female 
deodorant  users,  lightly 
fragranced  Vogue  is  available  in 
aerosol  (200ml  £1 .39)  and  roll-on 
(40ml  £0.69).  And  the  other  five 
variants  have  been  repackaged 
and  feature  new  graphics  as  well 
as  Right  Guard's  "ozone 
friendly"  symbol  denoting  that 
they  are  all  CFC-free. 

Starting  in  Spring,  the  range 
will  be  supported  by  a  £2m 
television  campaign,  based  on  last 
year's  "Reach  out"  theme. 

And  for  Vogue,  a  £450,000 
campaign  featuring  full  page 
advertisements,  will  run  from  the 
end  of  March  in  women's 
magazines,  under  the  copyline 
"Whatever  she  wears,  she  wears 
Vogue . ' '  Some  8  million  samples 
will  be  on  offer,  and  a  series  of 
extra  value  promotions  will  run 
throughout  the  year.  Gillette  UK 
Ltd.  Tel:  01-560  1234. 


are  in  Vogue 


Max  Factor 
make  faces 

Max  Factor  are  introducing  a  new 
all  in  one  face  make  up  called  Face 
Maker. 

They  say  that  the  make  up  has 
a  light,  smooth  and  creamy 
texture,  and  it  comes  in  a  powder 
formulation  with  a  puff  applicator. 

It  is  fragrance-free  and  comes 
in  four  shades:  translucent, 
translucent  bronze,  warm  beige, 
and  honey  touch  (£2.99  each). 
Translucent  bronze  has  been 
developed  to  enhance  suntanned 
skin,  they  say. 

Max  Factor  say  that 
retouching  is  easy,  and  that  the 
product  contains  emollients  to 
soften  and  moisturise  the  skin, 
together  with  UVA  and  UVB 
sunscreens. 

Face  Maker  is  applied  after 
moisturising  by  rolling  and 
pressing  the  puff  on  the  skin, 
blending  evenly  and  fading  away  at 
the  hair  and  the  jawline.  It  is 
available  nationally  from  April  say 
Max  Factor.  Tel:  0202  524141. 

Kitten  soft 
Dixcel  tissues 

British  Tissues  are  extending  the 
Dixcel  Kitten  Soft  brand  with  the 
launch  of  Kitten  Soft  facial  tissues 
into  the  "midi"  sector  of  the 
market. 

The  product  is  packaged  in  a 
.green  and  blue  pastel-shaded  box 
featuring  two  Persian  kittens. 
Each  box  (£0.85)  contains  125 
white  family  size  tissues.  British 
Tissues  Ltd.  Tel:  01-864  5411. 

Unichem's 
POS  "green" 
nappies 

Unichem  are  introducing  on-pack 
and  on-shelf  merchandise  material 
designed  to  highlight  the  fact  that 
the  nappies  are  "environmentally 
friendly". 

All  Unichem  own-label  nappies 
will  carry  a  sticker  explaining  that 
they  are  made  from  natural  fluff 
and  are  free  of  chlorine  bleach. 
Shelf  talkers  and  shelf  wobblers, 
featuring  Unichem's  cartoon 
baby,  are  also  part  of  the 
merchandising  pack. 

Shelf  wobblers  feature  a  baby 
exclaiming  "Look  —  no  nasty 
dioxins  in  my  Unichem  nappy!" 
Unichem.  Tel:  01-391  2323. 


Max  Factor 
colourless 
lashes 

Max  Factor  are  launching  a 
mascara  called  No  Colour  in  the 
UK  following  what  they  say  was  a 
successful  US  launch  in  1988. 

The  clear  lash  conditioner 
(£2.99)  is  said  to  shape  and 
thicken  lashes  and  contains  added 
glycerine,  protein  and 
moisturising  emollients.  It  is 
hypo-allergenic,  fragrance-free 
and  is  said  to  be  suitable  for 
contact  lens  wearers. 

Max  Factor  say  that  the 
product  does  not  smudge  or  clump 
and  that  it  can  also  be  used  to  seal 
traditional  mascaras,  and  groom 
eyebrows. 

Packaged  in  a  clear  plastic 
barrell,  No  Colour  mascara  is 
topped  with  a  navv  cap.  Max 
Factor  Ltd.  Tel:  0202  524141 . 

Rubinstein 
Kohlstylers 

Helena  Rubinstein  have  launched 
Kohlstylers,  five  eye  crayons  in 
shades  they  describe  as  classic, 
rich  brown,  chic  black,  tropical 
blue  bali,  exotic  indian  violet  and 
ever  stylish  navy  blue.  Each 
colour  is  said  to  be  beautifully  soft 
and  easy  to  apply  and  blend. 
Rubinstein      say  that 


Kohlstylers  can  be  used  singly  or 
in  combination,  as  a  liner  and  with 
other  eye  make-up. 

The  hexagonal  pencils  are 
colour-dipped  in  laquer  to  match 
the  lead  and  have  gold  caps  and 
gold  design- work  on  the  pencil. 
Kohlstylers  will  be  available  from 
May.  Helena  Rubinstein  Ltd.  Tel: 
01-979  7744. 


Sporty  Boss 

Hugo  Boss'  second  fragrance  for 
men  called  Boss  Sport,  is  being 
launched  by  Network 
Management,  and  the  original 
Boss  will  now  be  known  as  Boss 
Elegance. 

The  range  consists  of  eau  de 
toilette,  after  shave,  deodorant 
soap,  body  and  hair  gel,  active 
muscle  fluid,  deodorant 
stick/spray  and  after  shave 
moisturiser,  and  all  feature  a 
sporty  logo.  Prices  range  from 
£7.50  to  £30. 

Boss  will  be  supported  with 
£1.1  million  advertising  and 
promotion.  There  will  be  window 
cards,  displays,  testers,  samples 
and  leaflets  for  Boss  Sport.  A 
Press  campaign  will  commence  in 
April  in  men's,  women's  and 
general  interest  magazines  such 
as  Vogue,  GQ  and  Observer 
magazine.  Network  Management 
Ltd.  Tel:  01-560  1200. 


Kwai  garlic  tablets  are  now  available 
in  a  200  tablet  pack  (£6.65  rsp), 
say  suppliers  Lichtwer  Pharma 
UK.  Distributed  by  Dewitt 
International  Ltd.  Tel:  01-441 
9310. 


Aloe,  aloe 

Aloe  Vera  Ltd  have  added  Aloe 
Juice  tonic  drink  to  their  range  of 
aloe  cosmetics,  first-aid  and  baby 
products. 

Aloe  Juice  which  is  described 
as  99.5  per  cent  undiluted,  (480ml 
£6.95)  contains  a  whole  range  of 
vitamins  and  minerals  for 
maintaining  health  and  fitness  — 
notably  vitamin  C,  potassium, 
calcium,  sodium,  manganese, 
copper  and  iron,  says  the 
company. 

Flavoured  with  lingonberry, 
aloe  juice  is  taken  dailv  in  a  dose  of 
20-40ml. 

Also  new  from  Aloe  Vera  Ltd 
are  Professor  Lindahl '  s  garlic  and 
vitamin  C  tablets.  A  combination 
of  ingredients  is  80mg  of 
concentrated  Egyptian  dried  garlic 
(equivalent  to  220mg  of  fresh 
garlic)  and  125mg  of  vitamin  C. 

The  recommended  daily  dose 
for  adults  and  children  over  8 
years  old  is  one  tablet,  which  can 
be  increased  up  to  five  when 
needed,  the  company  says.  Aloe 
Vera  Ltd.  Tel:  0892  663212. 


Jungle  fighter 

The  Jungle  Formula  Co  have 
introduced  Jungle  Formula  plus 
UV  sunscreen  which  they  say 
protects  against  both  sunburn  and 
biting  insects. 

They  say  that  the  formula  is 
not  a  tanning  product,  but  a  dual 
purpose  guard  for  areas  such  as 
ankles,  forearms  and  faces  which 
are  vulnerable  to  both  sunburn 
and  insect  attack. 

It  contains  the  insect  repellent 
diethyltoluamide  and  the  two  FDA 
approved  sunscreens  Escalol  507 
and  Uvinul  M40,  which  together 
give  protection  just  short  of  a  total 
sunblock,  they  say. 

Jungle  Formula  plus  UV 
sunscreen  is  available  as  a  60g  gel 
(£3.60)  and  a  70ml  non  aerosol 
pump  spray  (£3.90)  from 
distributors  Che-faro  Proprietaries 
Ltd.  Tel:  0223  420956. 
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"In    A    TINY    ROOM,    I  3  '  x  8  '  ,    my  future 
WAS    STARING    ME    IN    THE  FACE." 


"There  was  'dead'  space  at  the  back  of  my 
shop.  I  sat  there  one  day,  looking  at  my  holiday 
snaps,  when  I  suddenly  twigged  that  I  had  room  for  a 
minilab  in  there.  So  I  consulted  Noritsu.  They 
wouldn't  let  me  buy  my  minilab  until 
they  were  confident  it  would  be  profitable! 

It  was". 

Choose  Noritsu  and  you  choose  the 
world's  number  one  minilab.  And  it's  easy  to  see 
why  it's  number  one. 

It's  compact,  quick,  highly  automated  and 
utterly  reliable. 

The  Noritsu  QSS  1201  will  fit  into  the 
smallest  of  spaces.  Processing  time  takes  just 
nineteen  minutes  dry  to  dry.  And  we  mean  dry  in 
every  sense  because  this  minilab  requires  no 
plumbing  whatsoever. 


It  uses  rapid  access  chemistry  and  all 
printing  operations  are  highly  automated.  The 
new  Super  Scanner  corrects  the  colour  of  prints 
automatically  -  just  as  well  as  even  an 
experienced  operator.  All  this  reduces 
the  operator's  workload  to  a  mininum. 

When  the  Noritsu  minilab  gets  down  to 
business  -  so  can  you. 


For  further  details  call  01-451  3666  or  complete  the  coupon  for 
our  Information  Pack. 

Noritsu  (UK)  Ltd,  Chapmans  Park  Industrial  Estate, 

378  High  Road,  Willesden,  London  NWIO.  Fax:  01-451  3660 


Please  send  me  your  Information  Pack 

I  would  like  a  Sales  Consultant  to  contact  me 

Name: 
Position: 
Company: 
Tel  No: 

Address:   


□ 

□ 
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Merrell  launch  one-a- 
day  Triludan  Forte 


Merrell  Dow  have  launched 
Triludan  Forte  (7  £3.09)  with  a 
single  daily  dose  of  terfenadine 
120mg,  aimed  at  hayfever 
sufferers. 

Fast  action,  effective 
symptom  relief  and  dosage 
flexibility  were  identified  by 
sufferers  as  important  factors  in 
choice  of  antihistamines,  says  the 
company.  Counter  packs  of 
Triludan  Forte  and  redesigned 
Triludan  are  highlighted:  "avoids 


drowsiness"  and  "fast  acting" 
and  other  indications  including 
perennial  rhinitis,  insect  bites  and 
nettle  rash  are  mentioned. 

During  the  hay  fever  season 
POS  material  will  be  available. 
And  both  products  will  feature  in 
the  National  Pharmaceutical 
Association's  A4  pharmacy  poster 
campaign  in  May  and  June. 

Bonuses  will  be  available, 
Merrell  Dow  Pharmaceuticals  Ltd. 
Tel:  0784  61600. 


ERPOINTS 


Marigold 
gets  some 
muscle 

LRC's  Marigold  housegloves  and 
Bristol  Myers'  Mr  Muscle  have 
joined  forces  in  a  national 
consumer  promotion  until  the  end 
of  April. 

The  joint  promotion  consists  of 
a  reciprocal  consumer  offer  with 
Marigold  providing  15p  off 
products  from  the  Mr  Muscle 
cleaning  range.  Mr  Muscle  in  turn 
offers  customers  lOp  off  Marigold 
housegloves. 

LRC  say  that  this  on-pack 
promotion  will  enable  consumers 
to  use  money-off  savings  to 
purchase  their  Spring  cleaning 
products. 

This  promotion  is  across  the 
Light  Touch,  Extra  Life  and  Fleur 
ranges,  with  packs  and  display 
cartons  bearing  a  promotional 
flash.  The  packs  will  also  contain  a 
card  insert  with  details  of  the 
promotion  for  both  consumers  and 
retailers.  LRC  Products  Ltd.  Tel: 
01-5272377. 


Listerine  go 
racing 

Warner-Lambert  Health  Care 
have  announced  that  in  1989 
Listerine  and  cartoon  character 
Clifford  the  Dragon  will  be 
supporting  a  two  man  assault  upon 
the  Esso  RAC  British  Touring  Car 
Championship. 

Graham  Goode  is  to  maintain 
his  two  year  old  sponsorship 
relationship  with  Listerine,  while 
his  team  mate  Mike  Newman  will 
make  his  debut  appearance.  The 
duo  will  drive  in  a  Ford  Sierra 
Cosworth  RS500s  in  Class  A.  . 

The  championship  will  be 
contested  over  13  rounds,  all  with 
BBC  coverage.  Warner  Lambert 
Healthcare.  Tel:  0703  620500. 

Rollon,  Mum 

Bristol-Myers  are  now  offering 
Mum  roll-on  packs  giving  25  per 
cent  free,  and  a  further  promotion 
is  planned  for  refills  in  April. 

Consumers  who  collect  three 
coupons  from  refill  packs  can  send 
for  a  free  Mum  roll-on  or  they  can 
get  lOp  off,  in  return  for  one 
coupon.  POS  will  be  available. 

And  Mum  will  be  supported  by 
two  bursts  of  national  television 
advertising,  running  from  the  end 
of  March- April  and  July- August. 
Brtstol-Myers  Co.  Ltd.  Tel:  0895 
639911. 


Treat 
yourself  right 

A  new  leaflet  for  point  of  sale, 
together  with  a  dispenser,  has 
been  introduced  by  Potters.  The 
leaflet,  available  free  from  the 
company,  outlines  how  herbal 
medicines  work  and  describes 
Potters,  six  best  selling  lines  — 
Vegetable  Cough  Remover, 
Neurelax,  Diuretabs,  Acidosis, 
Antifect  and  Tabritis. 

The  company  also  produces  a 
"Herbal  Prescriber"  —  a 
reference  guide  containing 
information  on  ingredients, 
dosage,  indications,  and  product 
licence  numbers.  Potters  (Herbal 
Supplies)  Ltd.  Tel:  0942  34761. 

Backing  for 
Depend 

Kimberley-Clark  are  backing  their 
Depend  range  of  incontinence 
products  with  a  year  long 
£750,000  consumer  campaign. 

Double  page  advertisements 
will  be  appearing  in  women's  and 
magazines  for  the  retired.  These 
will  explain  the  benefits  of  each 
product  in  the  range  and  include  a 
coupon  or  phone  free  number 
(0800  521  142)  for  a  free  trial  pack 
and  information  leaflet.  Kimberley- 
Clark  Ltd.  0622  717700. 


On  holiday . . 

Bayer  are  running  an  advertising 
campaign  for  Autan  in  the 
women's  consumer  magazines  in 
July  and  August. 

There  is  also  merchandising  to 
support  the  range,  and  staff 
information  leaflets  highlighting 
"protection  rather  than  cure"  and 
a  competition  for  sales  staff  to  win 
Fuji  auto  focus  cameras  and  beach 
towels.  The  closing  date  for  the 
competition  is  July  1 .  Bayer  UK 
Ltd.  Tel:  0635  39000. 


BRIEFS 


Janssen  Pharmaceutical's  Inoven 
Caplets,  on  test  market  in  the 
Central  Television  region,  are 
priced  at  £0.80  rsp  for  a  pack  of  12 
caplets ,  £1 . 55  for  24  and  £2 . 90  for 
48,  not  as  stated  in 
Counterpoints  last  week. 
Sanatogen  cod  liver  oil  capsules  are  now 
available  in  a  larger  120  pack 
(£2.49).  Fisoris  Consumer  Health. 
Tel:  0509  61 1001. 
Tailored  Togs:  An  80  nappv  pack  of 
toddler  sized  Togs  (£13.59)  "for 
him"  and  "for  her"  will  be 
available  in  earlv  April  from 
S waddle rs  Ltd.  Tel:  091-482 
5566. 


\                   ON  TV  NEXT  WEEK  | 

GTV  Grampian 
B  Border 
C  Central 

CTV  Channel  Islands 
LWT  London  Weekend 
C4  Channel  4 

U  Ulster                         SK  Sky 

G  Granada                      STY  Scotland  (central) 

A  Anglia                         Y  Yorkshire 

TSW  South  West              HTY  Wales  &  West 

TTV  Thames  Television      TYS  South 

TY-am  Breakfast              TT  Tyne  Tees 

Television 

Aapri: 

LWT,C,G,Y,STV,HTV,TVS, Anglia, TV-am 

Aquafresh: 

All  areas 

Endekay  Dental  Health  Gum 

TYS 

Energance: 

STV,G,C,A,HTV,TSW,TVS,LWT 

Finesse: 

All  areas  except  TVS 

Goldspot: 

GTV.STV.BTV.G.Y.TVS.TT 

Grafic: 

All  areas 

Haliborange: 

TV-am 

Insignia: 

All  areas 

Junior  Disprol: 

All  areas  except  LWT.C4  and  TVam 

Karvol: 

All  areas 

Lanacane  Creme: 

HTV.C4 

Listerine: 

All  areas 

Mum 

All  areas 

Nice  'N  Easy: 

LWT.C 

Nicobrevin: 

All  ITV  channels  &  TVam 

Plax: 

All  areas  except  CTV  &  TVam 

Pulmo  Bailly: 

TT.Y.C 

Radox: 

All  areas  except  U,CTV,TTV,C4  and  TVam 

Sanatogen  vitamins: 

GTV,U,STV,B,G,Y,HTV,CTV,TSW,TVS,LWT,TTV,TT,C4 

Stain  Devils: 

TV-am 

Strepsils: 

All  areas 

Triogesic: 

TTV,C,A,TVS 

Vantage: 

C4 

Vichy: 

All  areas  except  LWT  &  TVam 
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WHEN  YOU'RE  OUT  THERE  ON  YOUR  OWN, 
ISN'T  IT  NICE  TO  KNOW  WE'RE  ALWAYS  WITH  Yl 


Companies  within  AAH  Pharmaceuticals 
have  been  serving  pharmacy  for  a  great 
many  years,  providing  sound,  reliable  deliveries 
on  time,  every  time,  always  or  you'll  know  the 
reason  why.  We  understand  that  when  you 
place  your  business  with  us  we  hold  your  repu- 
tation in  our  hands. 

We  believe  that  the  quality  of  our  service  is 
second  to  none  because  the  people  who  run  it 
are  second  to  none. 

Call  your  local  AAH  Pharmaceuticals 
Manager  now  and  we'll  prove  it  to  you. 


PHARMACEUTICALS 
LIMITED 

We're  always  there, 
we  always  care. 


Vestric    •    HILLS  PHARMACEUTICALS  • 
HERBERT  FERRYMAN  •  ^ydm  •  NORTHERN  PHARMACEUTICALS 


COUNTERPOINTS 


Kodak  Create-a-Print 


Wassen  call 

Wassen  International  have 
announced  that  from  April  3 
Countercall  will  be  distributing 
their  range  of  vitamin  and  mineral 
supplements. 

The  brands  involved  include 
Selenium-ACE,  Magnesium-OK, 
Pol!en-B  and  Genesis 
multivitamins  and  minerals.  Two 
new  specialist  products  are  under 
development  for  introduction  later 
in  the  year,  says  managing 
director  Michael  Williams. 

Further  specific  promotions 
are  being  planned  and  Wassen  will 
be  exhibiting  at  Chemex,  in 
September,  says  Mr  Williams. 

Supportive  consumer 
advertising  will  peak  in  early 
Autumn.  Wassen  International 
Ltd.  Tel:  0372379828. 

Dettol  soap  is 
stylish 

Reckitt  &  Colman  have 
repackaged  their  Dettol  soap 
brand  "to  complement  the 
packaging  of  other  products  in  the 
Dettol  range. 

The  logo  is  now  highlighted  in 
blue,  and  the  sword  symbol  is  set 
against  a  green  background.  A 
bright  splash  of  yellow  is  included, 
reflecting  the  colour  of  the  soap, 
say  Reckitt  &  Colman  Products 
Ltd  Pharmaceutical  Division.  Tel: 
048226151. 


Kirby-Warrick  Pharmaceuticals 
are  launching  an  antihistamine  for 
prescription  use  which  makes  a 
claim  of  "no  central  sedative  or 
anticholinergic  effects"  on  its 
Data  Sheet. 

Clarityn  tablets  contain 
loratadine,  a  long  acting  tricyclic 
antihistamine  with  selective 
peripheral  H ,  -receptor  antagonist 
activity. 

Manufacturers  Kirby-Warrick 
Pharmaceuticals  Ltd,  Mildenhall, 
Bury  St  Edmunds,  Suffolk  IP28 
7AX 

Description  White,  oval  tablets, 
plain  on  one  side  with  deep  score, 
flask  and  dish  logo  with  "10" 
below  on  the  other  side,  each 
containing  lOmg  of  micronised 
loratadine 

Uses  Relief  of  symptoms 
associated  with  seasonal  allergic 
rhinitis,  such  as  sneezing,  nasal 
discharge  and  itching  and  ocular 
itching  and  burning 
Dosage  Adults  and  children  aged 
over  12  years.  One  tablet  once  a 
day.  Safety  and  efficacy  have  not 
yet  been  established  in  children 
under    12    years   old.  Not 


Kodak's  new  Create-a-Print 
enlargement  centres  are 
scheduled  to  be  available  for  July . 
To  support  the  retailer  where 
equipment  is  sited  and  to  raise  its 
consumers  profile,  the  Company 
has  prepared  a  promotional 
programme. 

The  new  system  allows 
customers  to  pick  out  any  part  of 
a  photograph  and  enlarge  it.  The 
promotion  includes  PoS  material, 
window  and  in-store  posters  and  a 
system  of  framing  the  equipment 
to  draw  attention  to  what  it  can  do 
in  the  shop  and  explain  its  easy 
use. 

The  company  says  it  is  running 
training  schools  for  staff  as  a  part 
of  the  marketing  package  which 
runs  September  to  December  in 
various  regions  of  the  country. 

Meanwhile,  Kodak's  Minilab 
outlets  can  receive  a  new  logo  for 


Press  spree 
for  FSC 

The  Health  &  Diet  Food  Company 
are  promoting  two  of  their  FSC 
products  this  summer  with  a 
£250,000  campaign. 

Waterfall  and  Figure  8  Trim 
will  be  in  separate  campaigns  in  a 
range  of  womens'  magazines 
including  Prima,  Elle, 
Cosmopolitan  and  Essentials.  The 
catchline  for  Waterfall  8  will  be 


recommended  for  elderly  patients 
(see  below) 

Side  effects  Rarely,  fatigue, 
nausea  and  headache.  In 
controlled  clinical  studies  the 
incidence  of  side  effects,  including 
sedation  and  anticholinergic 
effects,  observed  with  lOmg 
tablets  was  comparable  to  that 
seen  with  placebo 
Contraindications,  warnings 
etc  Contraindicated  in  patients 
who  have  shown  hypersensitivity 
or  idiosyncrasy  to  the  tablet's 
components.  Not  recommended 
for  the  elderly  as  studies  are  not 
yet  complete.  Should  not  be  given 
to  pregnant  women  as  there  is  no 
experience  of  its  use  in  human 
pregnancy.  It  is  excreted  in  breast 
milk  and  should  not  be  given 
lactating  mothers 
Interactions  Does  not  appear  to 
potentiate  the  effects  of  alcohol  as 
measured  by  psychomotor 
performance  studies 
Supply  restrictions  POM. 
Packs  Blister  strips  of  10  in 
cartons  of  30  tablets,  £10.80  trade 
Product  licence  0201/0095 
Issued  March  1989 


the  existing  Kodak  Express 
quality  control  service,  which  is 
said  to  be  a  more  modern  design, 
and  the  logo  is  being  supported  by 
PoS  material,  signage  material  and 
stationery.  These  items  include 
new  counter  mats,  key  rings  and 
a  modular  film  merchandiser. 

Kodak  are  also  offering  a 
voucher  scheme  for  the  Express 
service  which  links  them  with  the 
Sealink  Commodore  Club  for 
children  travelling  on  Sealink 
ferries.  The  club  is  expected  to 
have  100,000  members  by  the 
middle  of  the  year.  On  joining 
members  receive  a  package  of 
vouchers  all  related  to  holidays. 
Kodak  offer  an  extra  set  of  prints, 
free,  when  a  film  is  developed 
using  the  Express  service. 
Conditions  are  one  film  per 
voucher  until  December  31  say 
Kodak  Ltd.  Tel:  0442  61122. 


"Helping  you  out  of  a  tight 
squeeze"  and  the  catchline  for 
Figure  8  will  be  "  Get  in  Trim  " . 

Promotional  packs  will  also 
have  50p  money  off  coupons,  say 
the  Health  &  Diet  Food  Co.  Tel: 
0483426666. 


To  complement  Kent  Pharmaceuticals 

Modifast  Caribbean  holiday 
competition  (C&D  last  week, 
p322)  the  company  says  it  has 
agreed  discounts  with 
wholesalers,  available  to  April  7. 
Kent  Pharmaceuticals  Ltd.  Tel: 
023338614. 

on 

Tariff  from 
April 

Tubifast  dressing  retention 
bandage  is  to  be  available  on  Drug 
Tariff  from  April  1,  say  Seton 
Healthcare. 

Four  colour  coded  sizes  in  lm 
lengths  will  be  prescribable:  green 
(2481 )  for  use  on  small  or  medium 
limbs  (£6.60);  blue  (2482)  large 
limbs  (£8.64);  yellow  (2483) 
children's  trunks,  heads  and  extra 
large  limbs  (£13.80)  and  beige 
(2484)  for  adult  trunks  (£17.40,  all 
prices  are  trade).  Seton 
Healthcare  Group  Products  Ltd. 
Tel:  061-6522222. 


Retin-A  is  now  available  in  a  0. 1  per 
cent  gel  formulation.  The  60g  tube 
(£5.65  trade)  is  enough  for  a  12 
week  course  and  the  gel 
formulation  is  particularly  suited 
for  use  on  darker  and  greasier 
skins,  sav  Cilag Pharmaceuticals 
Ltd.  Tel:  0240  24  3541. 


Ann  French 
get  organised 

Whitehall  Laboratories  are 
promoting  Anne  French  deep 
cleansing  milk  with  a  free  mini 
organiser. 

The  bright  pink  organiser, 
with  matching  ball-point  pen,  note 
pad,  calendar,  address  book  and 
credit  card  holders,  will  be 
available  to  purchasers  sending  in 
on-pack  labels  from  either 
variants. 

The  offer  closes  on  June  30. 
Whitehall  Laboratories.  Tel: 
01-6368080. 

New  valve  for 
Ventolin 

The  recently  relaunched  Ventolin 
inhaler  now  features  a  new  valve 
which  requires  less  pressure  to 
actuate,  say  Allen  &  Hanburys. 

Patients  may  therefore  notice 
a  softer  feel  when  using  their 
inhalers.  The  company  will  be 
including  a  notice  on  the  change, 
on  packs  and  on  information 
leaflets.  Allen  &  Hanburys  Ltd. 
Tel:  01-422  4225. 

GTNki 
Scotland 

The  Pharmaceutical  General 
Council  has  pointed  out  a 
difference  in  payment  for  glyceryl 
trinitrate  tablets.  Contractors  in 
Scotland  will  only  be  paid  for  the 
quantity  of  GTN  ordered,  and  not 
for  packs  of  100,  when  fewer  are 
prescribed. 


Clarityn  tablets 


PRESCRIPTION  SPECIALITIES 


Tubif 
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NOW  YOU  CAN  HELP 
BREAK  THE 


HABIT 


When  your  customers  have  made  the  decision 
to  stop  smoking,  Nicobrevin  can  help  break 
the  habit. (1) 

Nicobrevin  is  a  complete  28  day  course  of  easy-to- 
take  capsules  designed  to  provide  progressive 
support  when  giving  up  smoking  by: 

Reducing  the  craving  for  cigarettes. 

-         Helping  to  counteract  withdrawal 
symptoms. 

At  £9.45,  each  complete  course  is  less  than  the 
average  cost  of  a  week's  cigarettes. 

To  help  you  and  your  customers  make  an  informed 
choice,  there  is  a  full  pharmacy  support  package 
including  counselling  guides  with  demonstration  of 


efficacy,  as  well  as  consumer  leaflets  to  help  make 
the  decision  to  give  up  smoking. 

Nicobrevin  is  a  complete  28  day  plan. 

has  a  full  [p]  product  licence. 

is  available  only  from  pharmacies. 

and  no  prescription  is  required. 

( 1)  Brit.  J.  of  Clinical  Practice  Sept.  '88.  Conclusions:- 

'Nicobrevin  is  significantly  superior  to 
placebo  as  an  aid  to  stopping  smoking! 

'Significantly  more  patients  rated  their 
treatment  as  very  effective  in  the  active 
(Nicobrevin)  group! 

BREAK  THE  HABIT  WITH  NICOBREVIN 


INTERCflRE)  Bui 


Brands  for  you  and  your  Customers 


COUNTER  PRESCRIBING  FACT  SHEET  PRESENTATION:  Gelatine  capsules  containing  Menthyl  Valerate  100mg  Quinine  BPC  1963  15mg  as  the  active  ingredients  Other  ingredients  are 
Camphor  and  Oil  ot  Eucalyptus  USES:  Nicobrevin  is  an  anti-smoking  preparation,  presented  as  a  full  4  week  course  PRINCIPAL  ACTION  Nicobrevin  is  designed  to  provide  therapeutic 
support  for  people  trying  to  give  up  smoking  Nicobrevin  'eases'  the  withdrawal  syndrome  and  cushions'  the  residual  effects  of  smoking  Quinine  reduces  the  craving  for  tobacco  by  slowing  down 
the  metabolism  of  nicotine  already  present  in  the  system  Due  to  its  anorexic  effects  Quinine  also  helps  to  neutralise  the  craving  for  food  Menthyl  Valerate  counteracts  the  irritability  and  anxiety 
associated  with  giving  up  smoking  RECOMMENDED  DOSAGE  SCHEDULE:  Nicobrevin  capsules  should  be  swallowed  whole  with  a  little  water  The  course  is  started  in  the  evening  and  should 
proceed  as  follows  First  evening  before  retiring  2  capsules  2nd-7th  morning  on  an  empty  stomach  1  capsule  2nd-7th  evening  before  retiring  2  capsules  8th-  14th  morning  on  an  empty 
stomach  1  capsule.  8th- 14th  evening  before  retiring  1  capsule  15th-28th  evening  before  retiring  1  capsule  CONTRA-INDICATIONS,  WARNINGS  etc:  Warning  Do  not  exceed  the  stated 
dose  Use  in  pregnancy  The  use  of  Nicobrevin  during  pregnancy  is  not  recommended  PHARMACEUTICAL  PRECAUTIONS:  Nicobrevin  capsules  should  be  stored  in  a  cool,  dry  place  LEGAL 
CATEGORY:  PPRODUCT  LICENCE  HOLDER:  MILLER  OFGOLDEN  SQUARE  LIMITED  PRODUCT  LICENCE  NUMBER:  0274/0002R  DISTRIBUTOR:  Sole  distributor  of  Nicobrevin 
Capsules  in  the  U  K  is  INTERCARE  PRODUCTS  LTD  ,  WOKINGHAM 

"Nicobrevin"  is  a  reaistered  trade  mark 
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Since  Numark  started  fifteen  years 
ago,  we've  built  up  a  national  network 
of  fifteen  top  distributors,  serving 
an  increasing  number  of  community 
pharmacists. 

It's  to  these  distributors  that  we 
owe  a  big  part  of  our  success.  With  their 
convenient  depots,  local  knowledge 
and  friendly,  personal  and  efficient 
service,  they  make  sure  Numark  OTC 
and  prescription  products  get  to  their 
customers  quickly,  in  top  condition. 
And  at  low  cost. 

For  more  details  of  the  Numark 
service  telephone  Geoff  Bass  on  (0985) 
215555oranyofour  distributors. 

They'll  give  you  all  the  support 
you  need. 


r 


Herbert  Ferryman  Ltd, 


■Jo 


z  (numark) 


ANNIVERSARY 


IFORSTER  &  CO.  LTD 


Personna  has 


i 


From  March  1989  responsibility 
for  UK  sales  and  distribution  for 
the  Personna  mens  and 
women's  ranges  will  be  handled 
by  the  company's  own  sales 
team.  These  arrangements 
were  previously  dealt  with  by 
Foodbrokers  International. 

For  information,  contact: 

Norman  McNeills  or  Karen  O'Brien, 

Personna  UK  Ltd., 

Cutters  Close, 

Narborough,  Leicester. 

Tel:  0533  861511 

Telex:  341621 

Fax:  0533  864057 

Personna 

The  blade  that  gives  you  THE  EDGE. 


Extreme  reactions  to  cold 

Chilblains  can  be  a  troublesome  problem  for  some  people  Dr  Richard  Taylor, 
adviser  for  OTC  medicines,  Wellcome  Research  Laboratories,  Beckenham, 
and  honorary  visiting  lecturer,  Aston  University,  Birmingham,  looks  at  what 
pharmacists  can  recommend  to  help  and  at  some  related  conditions 


Figure  1.  Chilblains 

Chilblains  (pernio)  are  localised  inflammatory 
lesions  arising  from  an  abnormal  reaction  to 
cold.  Exposure  to  cold  (particulary  damp) 
induces  vasoconstriction  of  skin  arterioles  and 
venules  so  the  blood  circulation  locally  is 
impaired.  Fingers,  toes,  backs  of  hands,  ears 
and  the  tip  of  the  nose  may  be  affected. 

A  familial  tendency  may  reflect  genetic 
predisposition  or  simply  similar  unsuitable 
clothing.  Elderly  people  are  less  likely  to 
develop  them  than  the  young,  but  when  they 
do  the  lesions  may  be  more  chronic  because  of 
co-exising  arterial  disease. 

Signs  are  a  bright  red/purple  discolouration 
and  swelling  (figure  1)  with  symptoms  of 
itching  and  a  burning  sensation.  The 
combination  of  cooling  and  moisture  typically 
makes  the  horny  layer  of  the  skin  brittle 
causing  chapping.  Most  chilblains  clear  within 
one  or  two  weeks,  though  repeated  attacks 
are  the  rule;  the  onset  of  warm  weather 
hastens  resolution. 

Medications 


Some  products  contain  vasodilators  to 
improve  peripheral  blood  flow  in  the  affected 


parts.  Others  are  attributed  with  the  ability  to 
cool,  act  as  rubefacients  or  with  anaesthetic 
ability  (table  1).  Certainly,  there  is  some 
rationale  for  inclusion  of  such  agents  based 
upon  pharmacological  action  and  knowledge  of 
symptoms.  However,  this  is  not  always 
reflected  by  convincing  evidence  of 
therapeutic  benefit  and  periodic  reviews  have 
been  testimony  to  the  need  for  further  studies 
to  demonstrate  efficacy. 

Topical  versus  systemic  treatment 

Flushing  of  the  face  is  common  to  many  oral 
OTC  and  Prescription  Only  Medicines 
producing  vasodilatation  in  peripheral  vascular 
conditions.  Because  effects  are  transient  this 
could,  perhaps,  be  regarded  as  only  a  minor 
discomfort  if  explained  to  the  patient,  though 
headache,  dizziness  or  a  transient  hypotension 
with  some  compounds  could  be  experienced. 
Vasodilatation  is  not  consistently  seen  in 
peripheral  sites  where  an  increased  circulation 
is  needed.  In  the  light  of  this,  use  of  OTC  oral 
vasodilator  drugs  seems  less  attractive 
especially  for  prophylaxis.  Indeed,  the  choice 
of  oral  OTC  products  for  chilblains  is  limited. 


Table  1.  "Actives"  used  in  chilblain  medicines 


\  'asodilators  acetylcholine 

histamine 

nicotinic  acid,  methyl  and  inositol  nicotinate  and 
nicotinyl  alcohol 


Counter-irritants 

rubefacients 

turpentine  and  other  oils 

methyl  salicylate 

cooling  agents 

camphor 

eucalyptus  oil 

menthol 

Analgesics  phenol 

local  anaesthetics 
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Generally,  safety  considerations  are  less 
of  an  issue  for  topical  preparations  compared 
with  the  oral  route.  When  skin  is  broken 
systemic  absorption  is  possible  and 
rubefacients,  liniments  or  anaesthetic 
creams/ointments  are  possibly  less  suitable  in 
these  circumstances. 

Any  relief  derived  from  use  of  topical 
applications  is  commonly  believed  to  be  due  to 
stimulation  of  local  blood  flow  by  the 
mechanical  action  of  massage,  though  some 
symptomatic  improvement  could  conceivably 
be  derived  from  a  placebo  warming  or  cooling 
action.  The  soothing  effect  of  a  cream  in  itself 
might  provide  temporary  symptomatic  relief 
to  an  inflamed  area  even  in  the  absence  of  an 
active  component. 

Rubefacient  compounds  work  on  the 
principle  of  counter-irritancy.  This  is  an 
unusual  concept  whereby  the  irritation 
produced  by  the  medicament  itself  (a  warming 
sensation)  is  employed  to  distract  attention 
from  the  complaint.  This  idea  is  more  often 
applied  to  pain  relieving  balms  or  sprays 
intended  for  use  in  muscle  strain  and  appears 
more  suited  to  chilblains  when  pain  and  a 
feeling  of  cold  are  experienced. 

Many  liniments  contain  a  number  of 
ingredients.  There  is  little  to  suggest 
superiority  of  combinations  over  single  entity 
compounds  and  one  could  argue  the  potential 
for  side  effects  is  increased.  The  combination 
of  a  rubefacient  with  a  local  anaesthetic  is 
irrational;  they  have  opposite  actions. 


Other  conditions  involving 
vascular  reaction  to  cold 


1.  Acrocyanosis  and  erythrocyanosis  A  mottled, 
dusky  discolouration  of  hands  and  feet 
(acrocyanosis)  and  follicular  erythema  seen  on 
limbs  (erythrocyanosis)  can  occur  in 
association  with  chilblains  following  exposure 
to  cold.  Changes  in  blood  viscosity  have  been 
suggested  to  contribute  to  acrocyanosis. 
Acrocyanosis  can  be  distinguished  from 
Raynaud's  phenomenon  by  the  absence  of 
paroxysmal  pallor. 

In  erythrocyanosis  underlying  sub- 
cutaneous fatty  tissue  insulates  cutaneous 
vessels  and  renders  them  more  susceptible  to 
the  effects  of  cold.  Effects  are  seen  in 


adolescent  girls  (in  lower  legs  and  thighs), 
middle  aged  women,  prepubertal  boys  (in 
thighs)  and  infants  (in  forearms).  Both 
acrocyanosis  and  erythrocyanosis  usually 
improve  spontaneously  over  the  years. 

2.  Raynaud's  phenomenon  If  there  is  undue  cold 
sensitivity  of  the  small  arteries/artenoles 
digital  vasospasm  occurs  (Raynaud's 
phenomenon)  which  produces  intense  pallor 
and  cyanosis  (figure  2).  Incapacity  results 
through  loss  of  sensation,  stiffness  and 
swelling.  Attacks  may  be  infrequent  or  occur 
several  times  a  day.  The  spasm  resolves  on 
warming  and  pain  may  accompany  restoration 
of  circulation. 

Raynaud's  phenomenon  may  be 
associated  with  a  number  of  pathological 
conditions  (eg  arterial  disease  or  a  connective 
tissue  disorder  such  as  scleroderma  or 
arthritis;  injury  (eg  vibration)  can  also  be  a 
precipitating  factor.  The  term  Raynaud's 
disease  is  used  where  no  other  underlying 
disease  is  apparent.  This  condition  affects  the 
hands  mostly  and  is  more  common  in  women. 

Treatment  of  the  underlying  condition, 
where  present,  is  the  first  approach.  Of 
particular  importance  for  smokers  is  the  need 
to  stop  smoking.  The  wearing  of  wool-rich 
gloves,  as  with  chilblains,  is  usually  advised  in 
Raynaud's  disease  to  combat  cold. 

Smooth  muscle  relaxants  (eg  inositol 
nicotinate,  Hexopal;  nifedipine,  Adalat)  or 
naftidrofury!  (Praxilene)  are  employed  as  well 
as  cinnarizine  and  agents  which  block  alpha 
adrenergic  sites  (eg  thymoxamine,  Opilon; 
prazosin,  Hypovase)  to  increase  blood  flow  in 
skin.  Recently,  a  lotion  containing  1  percent 
hexyl  nicotinate  was  shown  in  a  preliminary- 
study  to  increase  cutaneous  blood  flow 
following  percutaneous  administration;  the 
authors  suggested  a  potential  benefit  in 
patients  with  Raynaud's  phenomenon. 

3.  Cold  urticaria  Local  hypersensitivity  to  cold 
resulting  in  the  formation  of  a  weal  is  referred 
to  as  acquired  essential  cold  urticaria.  Cold 
drinks,  for  example  may  produce  lesions  in  the 
mouth  and  on  lips.  A  rarer,  familial  form  is 
characterised  by  a  tendency  for  generalised 
(but  not  local)  cooling  to  precipitate  urticaria 
or  macular  erythema  together  with  general 
malaise,  aching  joints,  and  shivering. 

Antihistamines  and  progressive 
desensitisation  to  cold  have  been  employed  to 
treat  essential  cold  urticaria,  while  patients 


with  the  familial  form  learn  to  deal  with 
attacks. 

4.  Frostbite  Here,  extreme  cold  produces 
freezing  of  tissues,  thrombosis  of  small  blood 
vessels  and  necrosis.  A  few  seconds  may  be 
sufficient,  especially  at  high  altitude  or  in 
strong  wind.  As  with  other  conditions 
described,  exposed  peripheral  sites  are 
commonly  affected.  A  waxy,  white 
appearance  is  normal  until  tissues  thaw  when, 
on  rewarming,  erythema  is  apparent  with 
temporary  discomfort  in  mild  cases.  In  more 
severe  cases,  blistering,  paraesthesia  and  cold 
sensitivity  may  persist  for  many  months  or 
even  years  due  to  damage  to  sympathetic 
nerves  and  blood  vessels. 

Comment 

Chilblains  is  one  area  where  relevant 
convincing  scientific  evidence  for 
effectiveness  of  compounds  is  limited.  Lack  of 
conclusive  data  does  not,  however,  mean 
"not  effective".  Many  preparations  have 
gained  acceptance  through  established  use 
with  some  sufferers  apparently  obtaining 
symptomatic  relief. 

However,  the  only  way  that  OTC 
medicines  will  become  regarded  as  an 
important  reliable  source  of  therapy  is  by  use 
of  active  ingredients  of  adequate  safety 
evaluated  by  properly  controlled  clinical  trial. 

Counselling  practice  points 

1.  Smoking  should  be  discouraged. 

2.  Advise  the  sufferer  to  keep  warm  and  to 
massage  the  area  (and  exercise  if  possible)  to 
improve  circulation.  Diabetics  and  others  who 
tend  to  have  poor  peripheral  circulation  should 
avoid  constrictive  garments  and  footwear. 

3.  Heat  restoration  should  be  gradual, 
warming  both  trunk  and  extremities,  but 
direct  heating  (eg  from  a  fire)  should  be 
avoided.  In  chilblains  the  effect  on  small  veins 
is  more  persistent  than  that  on  arterioles  so 
oedema  may  result  on  warming. 

4.  Oral  preparations  containing  vasodilator 
drugs  should  be  used  with  caution  in  those 
receiving  antihypertensives. 

5.  Be  alert  to  the  possibility  of  peripheral 
vascular  disease. 


\ 


Figure 2.  Raynaud's 
phenomenon  —  white  fingers 
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Anne  French  has  really  taken  off. 


With  sales  rocketing  throughout  last  year,  the  launch 
of  Anne  French  Fragrance  Free  has  been  an  enormous  success. 

Together  with  Anne  French  Regular,  it  has  taken  off  and 
outsold  all  other  liquid  cleansers 

With  a  £1/2  million  national  promotional  spend  this  year 
their  success  is  bound  to  continue. 

so  be  sure  to  stock  anne  french  if  you  want  your  sales 
to  take-off. 


Whitehall 


•TRADE  MARK 


is 


When  the  opposition  gets  tough . . . 

In  this  article,  the  second  in  the  series  by  marketing  consultant  John  Kerry,  he  reviews  a  "tight  ship"  that  was  created 
following  the  relocation  of  two  surgeries  and  a  series  of  moves  made  by  other  competing  pharmacies.  He  finds  that  to 
increase  sales  significantly  a  major  reconstruction  would  be  necessary. 


This  pharmacy  is  situated  on  a  busy  main  road, 
the  corner  shop  of  a  parade  of  four  in  a 
residential  area  within  the  suburbs  of  a  small 
satellite  town.  It  is  eight  miles  from  the  main 
city  centre. 

The  weaknesses  of  the  business  are  clear. 
With  barely  300  sq  ft  of  retail  selling  space,  it  is 
no  bigger  than  the  average  living  room.  The 
town  shops  are  ten  minutes  walk  away  with  six 
other  pharmacies  in  the  town  either  centrally 
located  or  near  a  surgery.  Indeed  a  patient 
leaving  his  or  her  doctor  anywhere  in  this  town 
would  need  to  pass  one  or  two  competitors  to 
reach  this  shop. 

Surgery  relocation 

It  was  not  always  like  this.  Three  years  ago  a 
six  doctor  surgery  was  a  mere  150  yards  away 
and  another  with  two  doctors,  was  within  easy 
reach.  Between  then  and  the  year  studied 
(February  19  to  January  19),  the  larger 
surgery  relocated  to  the  opposite  side  of  the 
town,  while  a  new  pharmacy  has  opened  next 
door  to  the  two  doctor  practice.  Two  body 
blows,  enough  to  floor  a  Tyson  of  a  business , 
let  alone  a  lightweight  such  as  this. 

This  pharmacy's  turnover  stood  still  for 
one  year  and  then  made  a  remarkable 
recovery.  For  the  financial  year  studied,  it 
showed  a  35  per  cent  increase  on  the  previous 
year.  NHS  turnover  has  returned  to  its 
surgery  pre-relocation  level  whilst  counter 
trade  growth  has  accelerated,  and  the  reasons 
for  this  are  seen  later. 

The  existing  shop  layout  before  the 
alterations  proposed  by  Mr  Kerry 
(opposite)  where  he  suggests  moving 
the  dispensary  into  the  storeroom 
area  and  eliminating  stand  clutter. 


In  the  year  ending  January  1988,  this 
pharmacy  turned  over  £271,000,  providing  a 
lower  than  expected  net  pre-tax  profit  of 
£21,250.  Scripts  were  33,600,  up  6,600  (24 
per  cent)  on  previous  year,  while  counter 
sales  at  £78,600  were  up  £24,600,  (46  per 
cent). 

Prescription  value  at  £5.72  is  average  for 
this  size  of  turnover,  but  the  average  counter 
sale  at  £1.48  per  item  and  sales  per  sq  ft  at 
£5.04  per  week  are  somewhat  below. 
Stockturn  for  both  NHS  (11.1  times)  and 
counter  (7.2  times)  are  good  and  the 
proprietor  should  be  congratulated  for  keeping 
his  stockholding  at  the  £20,000  mark. 

The  single  till  has  eight  department 
buttons,  allowing  approximate  comparison  of 
departmental  sales  and  shelf  space.  NHS 
payments  have  been  excluded  from  this  table. 

Apart  from  the  proprietor  and  a  full  time 
dispenser  and  shop  assistant,  there  are  three 


Department  %  takings  %  shelf  space 


Medicines 

56 

25 

Health  Food  and 
vitamins 

7 

3.5 

Baby  care 

14 

23 

Hair  care 

9 

15 

Hygiene 

3 

12 

Cosmetics 

7.5 

17 

Household 

3.5 

4.5 

part  time  staff  including  his  wife.  A  good 
personal  service  is  provided,  and  the  shop 
although  compact,  stocks  a  wide  range  of  well 


1984 

1985 

1986 

1987 

1988 

Turnover  (£) 

175,000 

182,000 

182,000 

201,000 

271,000 

+  /-  previous 
year 

10% 

4.0% 

0% 

11% 

35% 

NHS 
item  nos 

33,700 

33,100 

27,600 

27,000 

33,600 

NHS  as  % 
of  turnover 

74 

79 

76 

73 

71 

counter  (£) 
sales 

45,500 

38,200 

43,700 

54.000 

78,600 

counter  % 
of  turnover 

26 

21 

24 

27 

29 

SIDE  STREET 


T 


DISPENSARY 


DISPENSARY 
WINDOW 


STAIRS  T0  0EEICE  STOCKROOM 


CSL  MEDICINES  HAIR 
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MEDICINES 


WINDOW  WITH 
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HAIR  COSMETICS  STANDS 


|  I  Chair  blocking 
—  merchandise 


THREE  MANUFACTURERS  STOCKINGS 
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MENS 

DEODORANT 
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PROPOSED  NEW  SHOP  PLAN  8  LAVOUT     I  MORE  SHELF  SPACE  FOR  BABY  &  HFALTHFOOD  MERCHANDISE 
FOLLOWING  ALTERATIONS  2  MORE  LOGICAL  DEPARTMENTAL  LAYOUT 

SCALE  1  50  .?  WINDOWS  CLEARED  OF  OBSTRUCTING  MANUFACTURERS  STANDS 

4.  PA  T1ENTSEA  TING  &  COUNSELLING  .ADDED 


The  mused  shop  layout 


merchandised  goods  and  is  clean  and  tidy. 

With  very  few  exceptions,  stocks  are 
drawn  from  wholesalers.  NHS  items  come 
from  two  nationals  while  specialist  wholesalers 
are  used  for  counter  lines  because  the  prices 
are  much  better. 

Pharmacy  movements 

In  this  town  of  30,000  inhabitants  and  16 
general  practitioners  (some  part-time),  the 
prescriptions  are  shared  by  seven  retail 
pharmacies  —  one  major  multiple  and  six 
independents. 

Only  three  of  the  seven,  including  the 
subject,  have  located  in  the  same  position  for 
a  decade  or  more.  Two  are  new,  while  the 
other  two  have  relocated.  All  four  seeking  to 
gain  positional  advantage  over  these  long 
established  businesses  which  stayed  put  when 
the  CPs  moved. . 

The  proprietor  stayed  where  he  was, 
knowing  that  his  healthy  dispensing  business 
would  suffer,  and  it  did.  This  series  of  traumas 
triggered  a  positive  response  which  in 
retrospect,  might  have  proved  to  be  the  best 
thing  that  could  have  happened.  Since 
1985-86,  when  the  business  showed  zero 
growth,  the  tactics  employed  have  paid  off 
handsomely. 

The  drop  in  script  items  of  6 ,000  per  year 
could  have  been  a  lot  worse  had  the  business 

Recommendations 
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not  built  up  a  good  reputation  for  service  to  the 
local  residents.  Business  hours  were 
extended  by  16  a  week.  Lunch  time  and 
Saturday  half  day  closing  was  discontinued  and 
the  shop  now  stays  open  until  7pm  to  provide 
a  dispensing  service  for  locals  leaving  the 
surgeries  late. 

Many  local  residents  are  elderly  and  find 
the  distance  to  the  new  surgery  inconvenient 
and  expensive.  A  prescriptions  home  delivery 
service  was  introduced  for  these  patients, 
which  has  proved  to  be  very  popular.  The 
strategy  has  helped  the  pharmacy  to  pull  back 
lost  scripts. 

Counter  competition 

In  1985  it  was  difficult  for  the  proprietor  and 
staff  to  believe  that  they  could  retrieve  the 
NHS  business,  so  they  set  about  improving 
counter  turnover.  Counter  products  are  more 
competitively  priced,  not  only  because  the 
shop  accepts  smaller  margins,  but  also 
because  it  is  buying  more  competitively. 

Monthly  promotional  items  are  purchased 
from  a  national  symbol  wholesaler,  but  the 
bulk  are  obtained  from  a  specialist  counter 
products  and  toiletries  wholesaler,  whose 
prices  allow  competition  in  price  sensitive 
markets  such  as  toiletries  and  baby  care.  The 
shop  has  concentrated  on  building  up  a  baby 
section,  cutting  margins  and  competing  with 


the  multiples  to  persuade  mothers  to  shop 
locally. 

Year  1988-89  is  certain  to  be  another 
record  year  which  begs  the  question  —  has  the 
business  reached  its  peak  and  what  else  can  be 
done  to  increase  turnover?  In  truth,  it  is 
difficult  to  offer  major  recommendations  to 
improve  what  is  already  a  tightly  run  ship, 
without  enlarging  the  premises. 

If  the  business  was  sold  tomorrow  the 
new  owner  would  almost  certainly  buy  the 
business  next  door  and  double  the  selling 
space.  Clearly  this  pharmacy  has  a  strong  local 
following,  but  is  too  small  to  exploit  that 
position  fully. 


Pharmacy  type:  independent  —  sole  trader 


Size  &  situation 

300sq  ft  small  surburban  precinct  small 

town 

Type  of  Premises 

80  years  old  -  comer  site  (20  years  in 

present  hands) 

Competition 

five  independent,  one  major  multiple, 

large  supermarket,  two  health  food.  No 

drugstores 

Net  sales  to  Jan  88 

£271,000  (£78,600  counter) 

Products 

All  traditional  chemist  lines  -  no  obvious 

specialities 

Gross/Net  profit 

(overall) 

23.5  per  cent/7.8  per  cent 

Gross  profit  counter 

30.5  per  cent 

Total  Sales/sq  ft 

£17.37  per  week 

Shop  saJes/sq  ft 

£5.04  per  week 

Stock  turn 

a.  11.1  times -including NHS, 

b.  7.2  times  -  counter  products  only 

Purchases 

£207.211  (Feb '87.  Jan '88) 

Net  expenses 

£30.790 

Mortgage 

Nil  (rates  £1,454) 

Heat  &  light 

£819 

Insurance  £469 

Maintenance  £355 

Total  salaries 

£47.273  (propnetors  drawings  - 

£20,320) 

Loans  (interest) 

£1,490 

Accountancy 

£700 
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1.  Major  constructional  work  and  upheaval,  the  only  way  to  provide  a  dramatic  increase  in 
turnover.  The  150  sq  ft  dispensary  could  be  taken  over  into  the  shop  and  tins  extra  space  could 
be  given  to  baby  products,  health  foods  and  counter  medicines.  Provisions  could  be  made  for 
patient  seating  and  counselling  which  could  not  be  achieved  in  the  limited  space  available  at 
present. 

If  constructional  work  is  not  considered  then:- 

2.  Certain  departments,  particularly  toiletries  and  cosmetics  are  taking  more  space  than  they 
merit.  More  could  be  made  from  the  developing  sections  eg  baby  and  health  foods. 

3.  Own  label  products  are  an  accepted  way  of  life  and  would  help  compete  further  on  price  with 
the  town's  multiples.  At  present  this  shop  does  not  carry  chemist  own  label  goods.  It  is 
recommended  that  for  a  start  a  range  of  own  label  baby  products  is  introduced. 

4.  It  is  probably  the  right  time  to  consider  one  of  the  two  symbol  group  fascias  available  to  the 
business,  without  sacrificing  the  strong  local  image  it  already  has. 

5.  Shelf  edge  prices  and  price  barkers  are  absent  and  should  be  introduced,  particularly 
important  when  the  prices  are,  in  fact,  competitive. 

6.  The  shop  is  not  obvious  until  traffic  is  right  outside  so  the  addition  of  an  illuminated  cantiliver 
sign  is  likely  to  increase  custom. 


NIELSEN  STATISTICS 


Pharmacy  markets 
under  attack 


Some  traditional  pharmacy 
markets  are  under  threat 
according  to  Nielsen  Market 
Research,  with  grocers  taking 
greater  sterling  shares  of  many 
health  and  beauty  sectors,  and  in 
some  cases  trading  up  to  premium 
price  brands  at  the  expense  of 
own  label. 

Analysis  of  selected  markets 
for  November/December  year  on 
year  (excluding  Boots)  shows 
grocers  up  23  per  cent  by  value  in 
oral  hygiene  compared  with 
chemists  and  drug  stores  at  12  per 
cent.  Nielsen  say  grocers  have 
been  selling  more  character 
toothbrushes  and  pump 
dispensers.  Allowing  for  inflation 
the  total  market  was  up  13  per 
cent.  Grocers  took  78.5  per  cent 
of  the  toothpaste  market,  as 
covered  by  Nielsen,  against  9  per 
cent  for  pharmacies  and  12.5  per 
cent  for  drug  stores. 

With  the  sanpro  market 
showing  modest  increase  allowing 
for  inflation,  chemist  and  drug 
store  were  just  4  per  cent  up 
(sterling)  compared  with  14  per 
cent  in  grocers.  Volume  growth 
was  strong  in  grocers  where 
Nielsen  say  product  innovations 
were  aimed  at  the  younger 
woman.  In  pharmacies  multiples 
sold  almost  twice  as  many  units  a 


month  at  609  compared  with  the 
independent  at  307:  stock  was 
also  better  managed  (see  chart). 

Chemist  and  drug  stores  also 
lost  volume  in  the  haircare  market 
which  grew  by  8  per  cent,  inflation 
adjusted.  Grocers  showed  strong 
growth  in  styling  products  with 
chemist  and  drug  stores  failing  to 
perform  well  in  their  only  strong 
sectors  —  perms  and  colourants. 
In  shampoos  grocers  had  a  73.5 
per  cent  sterling  share,  chemists 
12.4  percent  and  drug  stores  14.1 
per  cent. 

According  to  Nielsen  babycare 
remains  a  very  strong  growth 
area.  Here  chemists  and  drug 
stores  fail  to  match  sterling  sales 
increases  for  grocers  (16  versus 
26  per  cent).  However  volume 
growth  slowed  for  grocers  in  the 
second  half  of  1988.  Value  was 
added  to  the  market  with  product 
upgrades  in  baby  wipes  and 
nappies  where  investment  in 
Togs,  Pampers  and  Peaudouce 
forced  own  label  losses.  Nielsen 
suggest  that  further  sales  benefits 
will  come  with  dioxin-free  ^nd 
boy/girl  nappy  variants  but, 
without  careful  controls,  warn  the 
latter  may  lead  to  out-of-stocks. 

Grocers  continue  to  take  a 
larger  slice  of  the  booming 
babywipes    market    with  a 


Nov/Dec  share  standing  at  67.7 
per  cent  against  pharmacies  (19.4 
per  cent)  and  drug  stores  (13.1 
per  cent).  However,  babywipes 
have  been  overtaken  as  the  best 
performing  sector  by  value  in 
pharmacies  and  drugstores  (up  21 
per  cent).  Contact  lens  care 
products  lead  (up  38  per  cent) 
followed  by  multivitamins  (  +  28 
per  cent),  batteries  (  +  23  per 
cent)  and  anti-diarrhoeals  (  +  22 
per  cent).  Tampons  ( +  3  per  cent) 
and  sanitary  towels  ( +  1  per  cent) 


come  near  the  bottom  of  the 
growth  list  while  hair  colourants, 
perms,  shampoos,  and  hair  colour 
restoratives  all  showed  negative 
growth. 

In  two  medicine  sectors 
pharmacy  continues  to 
outperform  grocers  and  drugs 
stores.  Pharmacies  have  a  50.9 
per  cent  share  of  the  multivitamin 
market  ahead  of  grocers  (34 . 8  per 
cent)  and  drug  stores  (14.3  per 
cent)  while  in  oral  analgesics  the 
corresponding  figures  are  59.1,36 
and  4.9  per  cent. 

Store  takeovers 

Nielsen  data  on  takeovers  of  drug 
stores  and  pharmacies  show 
Lloyds  and  Superdrug  performing 
well  (see  chart).  Lloyds  takeover 
of  Bannister  &  Thatcher  in  August 
and  Aliens  in  October  1988  made 
the  group  the  second  size 
pharmacy  chain  next  to  Boots  with 
330  shops  linked  to  110  Supersave 


CONCENTRATION  OF  PHARMACY  &  DRUGSTORE  TRADE 
THE  GROWTH  OF  SUPERDRUG  &  LLOYDS 

STORE  NUMBERS 
700 

SUPERDRUG 

LLOYDS  lnc 
Supers  ave 


1983  1987 
YEAR 

SOURCE:-  NIELSEN  MARKETING  RESEARCH 


SALES  &  STOCK  ANALYSIS  -  SANPRO  -  NOV/DEC  1988 
MULTIPLE  v  INDEPENDENT  PHARMACIES 


MULTIPLES 
INDEPENDENTS 


AVERAGE  UNIT  SALES    AVERAGE  STOCKS 

UNR"  SALES  PER  MONTH  =  609.0  v  307.7  n— 1,  AVERAGE  STOCK  -  1 192.7  v  909.7 


WEEKS  SUPPLY 

WEEKS  SUPPLY  -  8.5  v  12.9 


SOURCE:-  NIELSEN  MARKETING  RESEARCH 


drugstore  outlets.  These  two 
purchases  largely  remedied  the 
Midlands-bias  of  Lloyds 
distribution,  Nielsen  say. 

Superdrug  made  no  further 
acquisitions  in  the  second  half  of 
1988  but  are  rationalising  less 
productive  units.  Nielsen  predict 
numbers  could  drop  from  600 
stand  alone  units  to  the  mid-500s. 
The  company  has  also  been 
increasing  its  identity  in  the 
recently  taken  over  Share  and  Tip 
Top  chains  through  putting  a 
greater  emphasis  on  its  own  label 
brands. 

Medicare  drug  stores  come 
just  behind  Lloyds  with  around 
100  units.  They  are  relocating  to 
the  parent  company  Gateway's 
Bristol  headquarters  where 
Nielsen  say  they  can  expect  to 
take  full  advantage  of  the  buying 
and  distribution  system. 

Elsewhere  Nielsen  note  Boots 
takeover  of  Underwoods  to 
increase  their  London  presence 
and  capitalise  on  the  tourist  trade. 
The  abandonment  of  the  "open 
door"  policy  and  new  Boots  style 
fascias  are  expected  to  bring 
results. 
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RPSGB  COUNCIL 


Reasons  wanted  for 
Zantac  debacle 


The  Royal  Pharmaceutical 
Society's  Council  is  to  ask  the 
Department  of  Health  for 
immediate  answers  to  questions 
raised  by  the  discovery  of 
counterfeit  Zantac  and  the  way  in 
which  the  Department  dealt  with 
the  problem  (last  week,  p315). 

Professor  A.  Beckett 
expressed  concern  at  this 
month's  Council  meeting  about 
the  way  the  matter  had  been 
handled.  The  Department  sent  a 
document  to  the  head  of  the 
Society's  law  department  on 
February  15.  Glaxo  wrote  to 
pharmacists  on  about  February  20 
and  to  certain  others  on  February 
16.  The  Times  had  exposed  the 
issue  on  February  23. 

If  counterfeit  material  was 
being  circulated,  why  were 
pharmacists  not  notified  officially, 
Professor  Beckett  asked.  Did 
they  have  to  wait  until  they  heard 
it  on  the  radio  or  television?  That 
information  could  be  misleading, 
as  in  this  case. 

The  industry,  he  suggested, 
did  not  want  evidence  of 
counterfeit  drugs  to  be  given 
because  it  damaged  their 
products.  He  asked  if  the 
Department  had  discovered  the 
counterfeit  Zantac  and  by  what 
means.  Had  the  company  known 
about  the  problem  and,  if  so, 
when?  Who  had  analysed  the 
counterfeit  product?  Had  Glaxo 
initiated  the  action  or  someone 
(else?  How  much  ranitidine  was 
found  in  the  counterfeit?  There 
was  Greek  detail  on  the  pack,  but 
was  the  product  made  in  Greece? 

When  the  Department  had  told 
the  Society  last  November  there 
were  no  problems  with 
counterfeit  drugs,  had  it  known 
that  difficulties  with  Zantac  were 
going  to  burst  on  the  unsuspecting 
public? 

Professor  Beckett  thought 
there  was  a  need  for  more  open 
information.  He  proposed  there 
should  be  a  detailed  discussion 
with  the  Department  on  means  of 
communication  with  pharmacists 
and  full  information  about  that  and 
other  potential  counterfeits. 

Mrs  J.  Nicholson  said  the  only 
way  to  stop  counterfeit  goods  was 
to  buy  direct  from  the 
manufacturer  in  the  UK,  from 
manufacturers '  approved  agents 
>r  direct  from  the  manufacturer  in 
:he  country  concerned.  Obviously 
hat  was  not  practical,  and  it 
mould  have  been  recognised  long 
igo  that  counterfeit  medicines 
vould  be  more  likely  to  appear  in 
he  UK  as  parallel  imports.  The 


Department  should  be  asked  as  a 
matter  of  urgency  to  review  its 
sampling  programme,  especially 
in  relation  to  imports.  The 
Society's  inspectors  could 
collaborate  on  a  comprehensive 
sampling  scheme. 

She  also  suggested  that  all 
parallel  import  product  licences 
should  be  issued  against  one 
source  with  one  name  and  that  the 
Society  should  perhaps  advise  its 
members  how  to  detect 
counterfeit  goods. 

The  treasurer,  Mr  C.R. 
Hitchings,  said  that  regional 
pharmaceutical  officers  had 
received  official  notification  from 
the  Department  about  the  matter 
and  had  been  asked  to 
communicate  with  community 
pharmacists.  Unfortunately, 
RPhOs  did  not  have  such  a 
communication  system.  Some 
FPCs  had  a  system  while  others 
did  not,  which  demonstrated  the 
urgent  need  for  an  official  recall 
system  for  FPCs. 
Response  to  White  Paper  Council's 
immediate  response  to  the 
Government's  White  Paper, 
"Working  for  patients",  will 
cover  the  need  to  involve 
community  pharmacists  in  drug 
and  therapeutic  committees  and 
the  need  to  set  up  local  liaison 
groups  as  soon  as  possible, 
allowing  both  community 
pharmacists  and  pharmacists  from 
the  hospital  service  to  contribute. 
Special  meetings  of  the  Hospital 
Pharmacists  Group  Committee 
and  the  community  pharmacy 
subcommittee  are  to  be  held. 
Their  comments,  together  with 
those  of  the  Industrial 
Pharmacists  Group  Committee, 
will  enable  the  Council  to  submit 
more  details. 

Written  evidence  will  be 
submitted  to  the  House  of 
Commons  Social  Services 
Committee.  The  Society's 
document  emphasises  the 
contribution  pharmacists  can 
make  to  cost  effective  use  of 
medicines  both  in  hospitals  and  in 
local  medical  practice.  It  supports 
the  tenet  of  a  national  health 
service  and  agrees  with  the  need 
for  greater  efficiency.  The 
document  suggests  that  limiting 
supplies  to  28  days  could  reduce 
medicine  wastage  and  puts  views 
against  cost-related  fees  for 
prescriptions.  The  Society  has 
asked  to  supplement  the 
document  with  oral  evidence. 
PPA  linkage  project  Council  is  to 
express  further  concern  to  the 
Department  on  its  shelving  of  the 


pharmacy/Prescription  Pricing 
Authority  computer  linkage 
project.  The  Department's 
reason  was  not  accepted.  The 
Society  will  also  ask  to  be 
consulted  as  soon  as  possible  on 
future  plans  for  a  pharmacy/PPA 
linkage  project. 

Advertising  in  post  offices  Council 
decided  that  no  objection  should 
be  made  to  advertising  by 
pharmacists  on  a  computerised 
display  system  in  High  Street  post 
offices.  The  system,  called 
Adcaster,  is  being  introduced  in 
Crown  post  offices  by  Post  Office 
Nu-Media  Group  Ltd. 
Advertisements  may  be  shown  on 
any  number  of  Adcaster  display 
screens,  from  a  single  one  up  to 
the  national  total  of  1,000.  The 
Ethics  Committee  agreed  that  the 
system  could  be  included  within 
the  acceptable  forms  of 
advertising  of  dispensing 
services. 

No  dependence  warning  Council 
agreed  to  take  no  further  action  on 
a  proposed  cautionary  label  for 
benzodiazepines,  warning  of 
problems  of  dependence.  The 
suggestion  has  already  been 
rejected  by  the  Joint  Formulary 
Committee  and  the  British 
Medical  Association. 
Referral  form  Council  has  agreed  to 
the  idea  of  a  special  form  for 
pharmacist  referral  of  patients  to 
doctors  to  be  provided  on  a  local 
basis.  Council  will  monitor  local 
use,  evaluate  the  forms  and 
consider  the  possibility  of  wider 
distribution. 

Lithium  card  The  Society  is  to 
produce  a  patient  information  card 
on  lithium.  An  initial  supply  of  six 
cards  will  automatically  be  sent  to 
all  community  and  hospital 
pharmacies  via  the  National 
Pharmaceutical  Association  and 
by  direct  mailing.  Financial 


support  will  come  from  one  of  the 
manufacturers  of  lithium 
preparations. 

Insurance  premium  The  1989/90 
premium  for  professional 
indemnity  insurance  for  hospital 
pharmacists  will  remain  at  £32.50. 
CRCs  in  hospitals  Medicines  supplied 
to  hospital  inpatients  being 
discharged  should  normally  be 
provided  in  child-resistant 
containers.  Council  confirmed  that 
its  policy  on  CRCs  extended  to 
hospital  pharmacy,  despite  the 
concern  of  a  district 
pharmaceutical  officer  who  felt  the 
policy  did  not  take  account  of  the 
fact  that  most  inpatients  being 
discharged  were  not  seen  by 
pharmacy  staff  and  could  not  be 
assessed  for  suitability  of  CRCs. 
Manpower  planning  The  Society  is  to 
comment  on  a  DoH  report  on 
information  needs  of  manpower 
planning  and  pay  determination  in 
the  NHS.  Support  was  given  to 
the  collection  of  data  on  vacancies 
and  on  post-basic  qualifications  of 
staff  in  professions  allied  to 
medicine. 

Objection  to  proposed  fee  increase  The 

Society  is  to  write  to  the  Ministry 
of  Agriculture  to  object  to 
proposed  increases  in  licence  fees 
for  animal  medicines.  Council 
considered  that  the  proposed  fees 
were  too  high  and  would  result  in 
expensive  products,  reduce  the 
range  of  products  available, 
reduce  revenue  to  manufacturers 
and  diminish  research. 
Unit-dose  packs  The  code  of  practice 
for  child-resistant  unit-dose  packs 
proposed  by  the  British  Standards 
Institution,  is  to  be  commended 
by  the  Society  as  a  positive  step 
forward  although  not  going  as  far 
as  the  Society  would  wish.  To  help 
evaluate  child-resistant  packs,  the 
Society  is  to  ask  to  Department  of 
Trade  and  Industry  to  include 
details  of  containers  involved  in 
incidents  of  child-poisoning  in  its 
Home  Accident  Surveillance 
System  statistics. 
Panel  of  fellows  Professor  Frank 
Fish,  Miss  Joan  Greenleaf,  Mr 
John  lies.  Dr  Betty  Jackson,  Mr 
Scott  McConnell  and  Mr  Ron 
Wing  have  been  reappointed  to 
the  panel  of  fellows.  Professor 
Fish  remains  as  chairman. 


HIGH  QUALITY  GRADUATED 
COMPRESSION 

HOSIERY  FOR  F.P.IO  PRESCRIPTIONS. 

Sewn  in  labels  showing  washing  instructions,  class  and 
size  make  repeat  prescriptions  easy. 


COMPRESSION  CLASSES  1,  2  and  3  IN  ALL 
SIZES  READILY  AVAILABLE.  OPEN  TOE 
DESIGN  IN  CLASSES  2  AND  3 

through  UNICHEM,  CREDENHILL  and  other  wholesalers. 

ALL  DUOME1)  CLASS  2  OPEN  TOE  STOCKINGS 
NOW  AVAILABLE  FROM  LOCAL  UNICHEM 
BRANCHES  (subject  to  Unichem  Medical  Profit  Share). 


Medi  U.K.  Ltd.,  Fields  Yard.  Plough  Lane. 
HEREFORD  HR4  OEL.  Tel:  0432  51682 
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USWESSNEWS 


Pharmagen 
and  DAP 
about  to 
be  sold? 

Strong  trade  rumours  suggest 
that  last  week's  completion  of  the 
merger  of  Pharmagen  Ltd  and 
David  Anthony  Pharmaceuticals  is 
a  precursor  to  the  combined 
business  being  sold  by  owners 
AAH. 

DAP  have  just  closed  their 
Liverpool  depot  with  the  loss  of  12 
jobs  and  moved  the  business  to 
Pharmagen's  Midlands  base. 
General  manager  of  the  combined 
business,  Tom  Hart,  declined  to 
comment  on  speculation  that  the 
business  is  being  sold. 

C&D  understands  the 
potential  purchaser  is  Countercall 
and  agreement  is  likely  to  be 
reached  soon.  A  circular  sent  out 
to  independent  pharmacies  last 
week  links  the  two. 


Boost  to 
Wellcome? 

The  appointment  of  John  Robb  as 
deputy  chief  executive  of 
Wellcome  pic  (see  In  the  City 
p389)  is  seen  in  the  City  as  a  move 
to  strengthen  the  marketing  of 
over  the  counter  medicines  within 
this  ethical  group. 

John  Robb  left  school  at  16  and 
spent  most  of  his  time  in 
marketing,  joining  Beecham  in 
1966.  In  1985  he  became  group 
managing  director,  but  resigned  in 
September  last  year  after 
disagreements  with  the  newly 
appointed  Beecham  chairman,  US 
marketing  executive  Bob 
Bauinan. 

Sir  Alfred  Sheppard,  currently 
chief  executive  and  chairman  of 
Wellcome  is  due  to  retire  and  City 
commentators  see  John  Robb  as 
the  new  chief  executive,  although 
there  seems  a  possibility  that  this 
position  will  not  be  combined  with 
the  post  of  chairman. 


Warner-Lambert  put 
haircare  on  the  market 


Warner-Lambert  are  putting  their 
non-core  hair  care  business  up  for 
sale.  It  includes  the  Henara  and 
Fashion  Style  ranges  as  well  as 
the  UK  rights  to  their  Poly 
brands. 

Explaining  the  move,  Warner 
issued  a  statement  last  week 
saying  it  was  a  reluctant  decision: 
"The  hair  care  brands  have 
established  positions  of  market 
leadership  with  significant 
potential  for  further  growth.  But 
the  company  believes  they  will  be 
better  served  in  an  organisation 
where  they  will  be  part  of  the 
mainstream  activity . ' ' 

Estimates  vary  but  analysts  say  < 
the  sale  puts  between  £10m  and 
£15m  of  the  £100m  hair  care 
business  on  the  market.  The 
company's  marketing  department 


claims  4.6  per  cent  of  the  total  hair 
care  business,  the  seventh  placed 
company.  Their  best  performers 
by  market  share  are  said  to  be: 
Poly  Hi-Lights,  25  per  cent  of  the 
market;  Fashion  Style  Home 
Perm  22  per  cent;  and  Polyfoam 
17.5  per  cent.  Their  Henara 
shampoos  and  conditioners  are 
said  to  claim  3  per  cent  and  6.3  per 
cent  of  their  markets  when  sold 
through  pharmacies.  Merchant 
bankers  Kleinwort  Benson  are 
now  in  the  process  of  contacting 
potential  buyers.  The  City  firm 
Flemings  Research  report  plenty 
of  interest  in  the  sale  and  picked 
several  possible  suitors,  including 
L'Oreal,  Procter  &  Gamble, 
Alberto-Culver  and  Elida  Gibbs. 
They  suggest  London  Inter- 
national as  a  possible  dark  horse. 


Real  growth  in  OTC  market 


The  OTC  market  has  shown  its 
first  real  growth  since  1986,  the 
year  following  the  introduction  of 
the  limited  list. 

Figures  from  the  Proprietary 
Association  of  Great  Britain  show 
an  increase  of  around  8  per  cent, 
representing  a  2  per  cent  volume 
growth. 

PAGB  attributes  the  growth 
to  two  factors.  Last  year  saw  a 
greater  than  average  incidence  of 
colds  and  flu,  reflected  in  sales  in 
cold  remedies  and  analgesics. 

More  surprising,  says  the 
PAGB,  was  the  increase  shown  in 
the  vitamins  market,  which  is 
largely  attributed  to  the  25  per 
cent  growth  in  sales  of  children's 
vitamins  following  the  BBC's 
"QED"  programme.  This  growth 
will  not  be  sustained  though, 
according  to  manufacturers  and 
market  analysts. 

Dow  Pharmaceuticals  Ltd  have 
changed  their  telephone  number 
to:  0784  461600.  The  fax  number 
has  also  been  changed  to:  n,  84 
465942. 


OTC  market  sizes  according  to  PAGB 

1987  1988 

(£m)  (£m) 

Cough  remedies       47  50 

Cold  remedies  39  43 

Sore  throats  61  63 

Analgesics  11(1  118 

Indigestion  remedies  31  33 
Stomach  upset 

remedies  13  14 

Laxatives  14  15 

Skin  treatments        24  26 

Acne  skin  products     18  20 

Vitamins  64  72 

(Multivitamins       38  42) 

(Single  26  29) 

(Children's  vitamins 

—  normally  included 

in  multivitamins  6.9) 

Antidiarrhoeals  7.5 

Topical  analgesics      -  9 

Hay  fever  remedies    -  6.5 

,'ersonna,  the  UK  arm  of  American 
Safety  Razor  Group,  are  leaving 
Food  Brokers,  who  have  handled 
sales  for  two  years.  From  March 
1 ,  Personna  have  their  own  sales 
operation,  headed  by  sales 
manager  Norman  McNeilis. 
Personna  International.  Tel:  0533 
861511. 


Pharmacists 
ask  for  facts 
in  marketing 

Community  pharmacists  want 
"facts  and  not  gloss",  and  to 
participate  rather  than  receive  an 
unobjective  sales  pitch. 

This  is  the  conclusion  a  special 
report  from  market  analysts 
Mintel,  who  have  looked  at 
retailers'  views  of  trade 
marketing  in  the  chemist  and 
grocery  sectors.  Most  criticisms 
from  buying  directors  concern 
poor  standards  of  timeliness, 
objectivity  and  two-way 
communication.  Mintel  say  unless 
the  situation  changes,  "some 
suppliers  could  lose  their 
negotiating  power  in  the  trade". 

One  pharmacist  said:  "I  would 
like  useful  facts  and  not  a  glossy 
brochure.  It's  facts  which 
persuade  me  to  list  a  product,  not 
gloss." 

In  general,  Mintel  say  that 
retailers  welcome  the  concept  of 
trade  marketing  and  say  it 
provides  the  information 
necessary  for  sales  forces  to 
negotiate  effectively.  Ideal 
suppliers  are  described  as  those 
with  national  account  managers 
who  have  power  to  negotiate 
without  referring  to  head  office. 

Mintel  asked  specific 
questions  about  the  performance 
of  companies.  Elida  Gibbs  receive 
"nothing  but  praise  from  the 
chemist  sector  respondents", 
while  at  least  one  grocery 
respondent  was  "less  than 
enthusiastic"  about  the  company. 

A  table  of  good  and  not  so  good 
national  account  management 
(NAM)  was  formed  by  Mintel 
from  pharmacists'  responses. 
The  good:  Crookes  Healthcare; 
Johnson  and  Johnson;  Sterling 
Health;  Gillette;  Cussons; 
Tambrands;  Kimberly  Clark; 
Reckitt  &  Colman;  Smith  & 
Nephew.  The  not  so  good:  Carter 
Wallace;  Smith  &  Nephew; 
Colgate  Palmolive;  Gillette; 
Procter  &  Gamble;  Richardsons 
Vick;  London  Rubber  Co;  A.H. 
Robins  &  Co.  Trade  Marketing, 
price  £650,  contact  Jolvon  Neely. 
Tel:  01  836 1814 
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Fisons  21pc 
record  leap 

Fisons  pic  reported  record  pre-tax 
profits  this  week,  up  21  per  cent 
to£132.1m. 

Full  year  results  to  December 
31  show  sales  at  £823. 7m, 
£327. 6m  of  which  came  from  the 
pharmaceutical  division.  Chairman 
and  chief  executive  John  Kerridge 
says:  '  'This  performance  in  a  year 
when  some  of  our  operations 
experienced  difficult  conditions 
demonstrates  the  strength  Fisons 
gains  from  its  spread  of 
international  businesses." 

He  picked  out  the 
pharmaceutical  division  as  '  'one  of 
the  outstanding  features  of  the 
year,"  particularly  their  asthma 
and  allergy  drugs  which  had 
"exceptional  success  in  the 
USA."  Intal  and  Opticrom 
achieved  sales  increases  of  over 
30  per  cent,  he  said. 

Good  growth  was  also 
reported  for  Intal  in  the  UK, 
France  and  Italy  and  Optiaom  is 
said  to  have  increased  its  market 
leadership  with  sales  up  by  35  per 
cent.  UK  sales  of  Tilade  are  said 
to  have  nearly  doubled  and  it  will 
be  launched  in  Italy  later  this  year. 


Their  world  development 
strategy  took  an  important  step 
forward  with  the  US  acquisition  of 
Pennwalt  pharmaceutical  division 
for  $441m,  which  has  given  the 
company  a  base  for  OTC 
development  and  has  doubled  the 
Group's  research  and 
development  spending,  he  said. 

Earnings  per  share  are  up  15 
per  cent  to  19. 5p  and  the  total 
dividend  for  the  year  is  up  25  per 
cent  at  5p  net. 


CTPA  news 

The  Cosmetic  Toiletry  and 
Perfumery  Association  has 
formed  a  perfumery  working 
group  to  deal  with  subjects  such  as 
anti-ageing,  counterfeiting  and 
selective  distribution. 

The  European  Commission 
has  recently  renewed  its  interest 
in  the  selective  distribution  of 
quality  fragrances.  A  1974 
agreement  is  under  review  to 
determine  whether  the  existing 
system  contravenes  the  Treaty  of 
Rome,  says  the  CTPA. 

The  CTPA  is  currently 
working  on  standards  to  assess 
beauty  consultants  in  the  light  of 
the  Government's  commitment  to 
voluntary  vocational  training. 


With  the  Chancellor's  annual  Budget  less  than  a  week  away  the 
stock  market  remains  quietly  cheerful,  despite  the  recent 
January  trade  deficit  of  £1 . 7  billion .  The  weakness  in  the  value 
of  sterling  towards  the  end  of  last  month  dampened  hopes  of  an 
early  cut  in  interest  rates  and  served  to  remind  investors  that 
the  economic  environment  is  far  from  risk  free.  But  bad  news 
is  having  only  a  temporary  effect  on  share  values  —  the 
broadly-based  FT-SE  100  is  now  nudging 2, 100  points. 

Many  of  the  UK  pharmaceutical  giants  have  been  receiving 
favourable  attention.  Wellcome's  appointment  of  John  Robb, 
formerly  of  Beecham,  as  deputy  chief  executive  was  widely 
applauded.  With  Sir  Alfred  Sheppard,  the  chairman  and  chief 
executive,  due  to  retire  in  1990,  Mr  Robb  is  widely  tipped  as 
the  foremost  contender  for  the  job. 

In  1985,  Mr  Robb  became  Beecham's  executive  chairman 
and  started  a  restructuring  exercise  of  the  entire  group. 
However,  a  new  management  structure  led  to  his  rather 
acrimonious  departure  last  Autumn.  Nevertheless  his  success 
in  producing  a  focused  strategy  for  Beecham,  and  securing  the 
company  an  optimistic  earnings  outlook,  won  him  many  fans  in 
the  City  who  see  him  bringing  strength  to  Wellcome. 

His  appointment  cast  away  the  shadow  on  Wellcome's 
share  price  as  a  result  of  competition  fears  for  Retrovir. 
Analysts  shaved  back  their  expectations  leading  to  a  drop  in 
profits  forecasts.  The  updated  forecasts  though,  still  mark 
Wellcome  as  the  fastest  growing  stock  in  the  sector. 

Meanwhile  a  major  study  of  Beecham  by  stockbrokers 
County  NatWest,  concluded  with  a  hold  recommendation. 
While  giving  top  marks  to  the  company's  management  and 
financial  controls  it  felt  the  share  price's  significant 
outperformance  so  far  this  year  takes  account  of  all  the  good 
news. 

One  group  which  has  missed  out  on  the  market's 
bandwagon  rise  has  been  London  International  Group.  Robert 
Fleming  were  just  one  to  cut  their  profits  forecast  to  below  last 
year's  £31 .5m.  Slack  condom  sales  appear  the  principal  source 
of  worry,  while  profits  from  its  new  surgical  glove  will  not  come 
through  until  the  end  of  next  year. 

The  outlook  for  the  rest  of  the  sector  is  optimistic,  with 
results  any  day  from  Glaxo  and  from  Fisons  last  Tuesday  bound 
to  inject  more  attention. 


Domperidone? 


Evoxin 


Evoxin  is  a  registered  trade  mark 
Sterling  Research  Laboratories, 
Onslow  Street,  Guildford,  Surrey  GU1  4YS 


Sterling 
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BUSINESS  NEWS 


Givenchy's 
message 

Parfums  Givenchy  are  to  tell 
stockists  that  they  are  not  trying 
to  maintain  minimum  resale  prices 
on  their  products,  and  they  will  not 
with  old  stocks  as  a  means  of 
maintaining  prices. 

The  announcement,  in  a  letter 
being  sent  out  later  this  month, 
follows  discussion  with  the  Office 
of  Fair  Trading  about  a  previous 
letter  from  Givenchy,  which,  by 
its  wording,  suggested  "that 
Parfums  Givenchy  made  it  a 
requirement  of  all  its  stockists  to 
adhere  to  its  recommended  retail 
selling  prices".  The  OFT  says 
such  a  practice  would  contravene 
the  Resale  Prices  Act  of  1976. 

The  company  says:  "The 
letter  was  an  isolated  instance  and 
was  unfortunately  phrased" . 

Trademark 
modified 

A  trademark  agreement  between 
the  American  company  Syntex 
and  French-based  Synthelabo  has 
been  modified  following  the 
intervention  of  the  European 
Commission  in  order  to  bring  it 
into  line  with  article  85  or  the 
Rome  Treaty. 

Synthelabo  hold  registrations 
of  their  trademark  and  trade  name 
in  many  countries  worldwide, 
whereas  Syntex  hold  registrations 
for  variations  of  their  names.  The 
companies  originally  reached 
agreement  that  the  name 
Synthelabo  or  Synthelab  would 
not  be  used  in  the  UK  or  various 
countries  outside  the  Community. 
The  effect  of  the  agreement  was 
to  make  it  more  difficult  for 
Synthelabo  to  sell  their  products  in 
the  UK. 

An  amended  agreement 
means  trademarks  of  both 
companies  now  co-exist  in  all 
member  states. 

NPA  plea  for 
Sundays 

The  National  Pharmaceutical 
Association  has  reiterated  once 
again  to  Home  Secretary  Douglas 
Hurd  that  the  majority  of 
members  are  against  a  Sunday 
trading  free  for  all. 

NPA  director  Tim  Astill  points 
out  that  pharmacists  are  the  only 
retailers  who  are  actually  required 
to  open  on  Sundays,  and  "have 
more  experience  than  anyone  of 
the  difficulties  of  complying  with 
the  current  shops  legislation". 


Unilever  steady  at 
£1.45bn 


Unilever's  worldwide  operations 
yielded  pre-tax  profits  up  10  per 
cent  to  £1.45  billion  in  full  year 
results  issued  last  week. 

The  results,  which  stand  just 
below  City  expectations,  show 
turnover  up  3  per  cent  to  £17.1 
billion.  Chairman  Michael  Angus 
says:  "1988  was  another  year  of 
substantial  progress  throughout 
our  business,  reflecting  our 
emphasis  on  profitable  growth.  At 
constant  rates  of  exchange, 
earnings  per  share  rose  15  per 
cent  over  1987" .  About  £10  billion 
of  the  turnover  came  from 
European  markets  with  North 
America  and  the  rest  of  the  world 
claiming  £3.4  billion  and  £3.3 
billion  respectively. 

Margins  rose  overall  from  8.3 
per  cent  to  8.9  per  cent,  with  the 


speciality  chemicals  business 
Quest,  up  from  12.6  percent  to  14 
per  cent. 

The  personal  products  sector 
last  year  saw  the  integration  of 
Chesebrough-Pond's  and  is  said 
to  have  "greatly  strengthened" 
their  position  in  skin  care. 
Vaseline  Intensive  Care  Hand  'n 
Nail  lotion  has  also  been  a  "great 
success"  while  the  Timotei  name 
supported  the  launch  of  a  range  of 
skin  care  products,  he  said. 
Turnover  stands  at  £1 .6  billion  for 
the  sector,  with  an  operating 
profit  of  £166m  on  margins  of  10.2 
per  cent. 

During  the  year  the  company 
acquired  31  companies  at  a  cost  of 
£350m,  adding  sales  of  around 
£370m,  and  disposed  of  14 
companies  which  realised  £145m. 


New  cash  source  within 
the  month? 


New  lending  facilities  for 
pharmacies,  expected  when  the 
General  Practitioner  Finance 
Corporation  is  privatised,  could 
become  a  reality  soon. 

Hambros,  the  firm  handling 
the  sale  of  the  government-owned 
GPFC,  is  said  to  be  working  on  a 
shortlist  of  buyers.  Once  a  sale  is 
completed  the  GPFC  will  be  able 
to  extend  its  current  powers 
which  means  it  could  lend  to  other 


SCS  go  back 
to  nature 

The  Society  of  Cosmetic 
Scientists  is  holding  a  symposium 
on  natural  ingredients  in  toiletries 
at  Park  Lane  Hotel,  Piccadilly,  on 
May  23. 

Entitled  "natural  ingredients 
—  fact  or  fiction",  topics  to  be 
covered  will  include  colours, 
perfumery,  anti-oxidants, 
aromatherapy  and  legislation  and 
marketing  claims.  The  cost  is 
£97.75  for  members,  £126.50  for 
non-members.  Details  on  0582 
26661. 

Monday,  March  13 

Eastbourne   Branch,  RPSGB. 

Postgraduate  Medical  Centre. 
Eastbourne  District  General  Hospital 
at  8pm.  "The  problems  encountered 
during  travels  in  India."  by  Rev.  Brian 
King. 


professions  like  dentistry  and 
pharmacy. 

According  to  a  report  in  a 
recent  Independent  the  British 
Medical  Association  will  appoint 
two  directors  in  a  watchdog  role  to 
ensure  that  funds  available  to 
doctors  are  not  restricted  by  the 
sale.  The  GPFC's  function  has 
been  to  lend  money  to  doctors  in 
areas  where  it  is  hard  to  get 
finance,  typically  in  the  inner  city. 


COMING  EVENTS 


Tuesday,  March  14 

Lanarkshire  Branch,  RPSGB. 

Silvertrees  Hotel,  Bothwell  at  8pm. 
Wine  tasting. 

Leicestershire  Branch,  NPA.  Joint 
meeting  with  RPSGB.  Postgraduate 
Medical  Centre,  Leicester  Royal 
Infirmary,  at  7.30pm.  "Towards  the 
90's"  Tim  Astill,  NPA  director. 
South  East  Metropolitan  Branch, 
RPSGB.  Medical  Centre.  Lewisham 
Hospital,  High  Street,  London  SE13  at 
8pm.  "Terminal  care,"  by  St 
Christopher's  Hospice. 
South  East  England  Region, 
RPSGB,  Postgraduate  Centre, 
District  General  Hospital.  Eastbourne, 
at  8pm.  "Schizophrenia."  DrRaafat. 

Wednesday,  March  15 

Fife  Branch,  RPSGB,  Joint  meeting 
with  Edinburgh  Branch,  Almond  Suite 
Barnton  Hotel,  Edinburgh  at  8pm 
' ' Cancer  chemotherapy. ' '  Speakers , 
Professor  Malcolm  Stevens  and  Pani 
Warrington  —  buffet  supper. 
Scottish  Borders  Branch, 
RPSGB.  Education  Centre,  Borders 
General  Hospital,  7.30pm.  "Aspects 
of  dermatology",  DrM.J.  Tidman. 
Stirling     Branch,  RPSGB. 


Analgesics 
more  popular 

Analgesics  are  more  popular  than 
ever,  according  to  a  new  survey 
by  Mintel.  Three  out  of  four  adults 
told  Mintel  they  have  taken  OTC 
analgesics  in  the  last  three  months 
and  one  in  eight  always  carry 
some  around. 

Women  are  more  likely  to  take 
analgesics  than  men  and  much 
more  likely  to  carry  them  around. 
Some  19  per  cent  of  women 
always  have  them  available 
compared  to  6  per  cent  of  men. 

Mintel  say  that  paracetamol 
products  account  for  45  per  cent 
of  all  sales,  now  ahead  of  aspirin 
(39  per  cent)  thanks  to  the  latter's 
link  with  Reye's  syndrome  in 
children,  with  ibuprofen  products 
11  per  cent. 

However,  Mintel  comments 
that  there  is  a  widespread  lack  of 
knowledge  about  the  type  of 
product  available:  only  17  per  cent 
of  those  who  had  taken  Nurofen  in 
the  previous  three  months  knew  it 
contained  ibuprofen. 

Mintel  point  to  paracetamol 
generally,  Anadin  and  Nurofen  as 
having  the  best  growth  in  a  market 
estimated  to  reach  £129m  in  1989 
and  expected  to  grow  to  £134m  in 
real  terms  by  1993. 

The  most  recent  trend  is  said 
to  be  the  return  to  pharmacies  as 
the  purchasing  point,  due  to  the 
need  to  seek  advice  following 
health  scares.  Another  factor  is 
the  growing  demand  for  stronger 
analgesics  in  larger  packs  which 
tend  to  be  P.  "Analgesics", 
Mintel  Market  Intelligence  March 
1989,  £145,  Mintel,  7  Arundel 
Street,  London  WC2R  3DR. 


Postgraduate  Centre,  Falkirk 
Infirmary'  at  8pm.  Workshop  on 
"Supplies  to  residential  and  nursing 
homes"  and  "Hospice  requirements 
for  syringe  drivers,"  with  Mr  R. 
Mackie  community  pharmacist. 
Wembley  Branch,  RPSGB.  Joint 
meeting  with  Barnet  Branch. 
Postgraduate  Medical  Centre, 
Edgware  General  Hospital  at  7.30pm. 
"Herbal  remedies  —  do  they  have  a 
place."  Dr  F.  W.  Vas  Dias,  Seven 
Seas  Healthcare. 

Thursday,  March  16 

Ayshire  Branch,  RPSGB.  The 

Piersland  House  Hotel,  Troon  at  8pm. 
"P.R.  matters?"  Speaker,  Mr  C. 
Woolford,  RPSGB  PR  director. 
Weald  of  Kent  Branch,  RPSGB. 
Postgraduate  Medical  Centre,  Kent 
and  Sussex  Hospital,  Tunbridge  Wells, 
7.45pm.  "Drug  metabolism  — 
pharmacokinetic  and  pharma- 
codynamic changes  with  ageing." 
Speaker,  DrP.  Chrome. 

Friday,  March  17 

Dundee  Branch,  RPSGB.  Lecture 
Theatre  3,  Nine  wells  Medical  School 
at  7.45pm.  Joint  meeting  with  BMA. 


390 


CHEMIST  &  DRUGGIST  11  MARCH  1989 


Post  to  Classified  Advertisements,  Chemist  &  Druggist, 
Benn  Publications,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW. 

Telephone  Tonbridge  (0732)  364422.  Telex  95132. 
Ring  Duncan  Reed  Ext  472  for  further  information 
Publications  date  Every  Saturday 

Headings  All  advertisements  appear  under  appropriate  headings 
Copy  date  4pm  Tuesday  prior  to  publication  date. 


APPOINTMENTS 


HAMPSTEAD  HEALTH  AUTHORITY 

ROYAL  FREE  HOSPITAL 

Pond  Street,  Hampstead,  London  NW3  2QG. 


PHARMACY  TECHNICIAN 

Are  you  interested  in  a  career  in  Hospital  Pharmacy? 

If  so,  why  not  pay  us  a  visit  at  the  Royal  Free  and  see  for 
yourself  the  benefits  on  offer. 

The  Pharmacy  in  this  large  modern  hospital  consists  of  a 
friendly  team  of  young  staff  who  all  work  together  in 
providing  a  good  service  to  the  patient. 

Our  technical  rotation  programme  will  give  you  an 
excellent  training  in  hospitl  pharmacy.  Your  knowledge 
gained  at  college  will  be  supplemented  by  the  technicians 
training  programme  which  consists  of  weekly  lectures 
and  aims  to  keep  you  up-to-date. 

This  modern  department  offers  extremely  pleasant 
working  conditions  and  is  fully  computerised  with  the 
JAC  Pharmacy  Computer  System. 

Numerous  social  activities  are  held  outside  working  hours 
in  the  Recreation  Centre  which  provides  good  sports 
facilities. 

Accommodation  is  available  on-site. 

If  you  are  interested  then  please  contact  Sue  Thomas  or 
Mike  Cross  on  01-794  0500,  ext.  3115  for  more 
information  and  an  application  form. 

Closing  Date:  19  March  1989. 


LOOKING  FOR  STAFF? 

The  people  you  need  to  fill  your  staff 
vacancies  are  precisely  those  who  read 
Chemist  &  Druggist  —  over  28,000  of  them 
—  week  in,  week  out.  Next  time  you  have  a 
vacancy  to  fill  call  Duncan  Reed  on  0732 
364422  and  find  out  how  Chemist  & 
Druggist  can  help  you  to  find  the  right 
person  quickly  and  effectively. 
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Cancellation  deadline  10am  Monday  prior  to  publication  date. 
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LABELLING  SYSTEMS 


Simply  the  best 


NOW  AVAILABLE 

Simply  the  best 

PATIENT  MEDICATION  RECORD 
LABELLING  SYSTEM 

■  Faster  U  Easier  to  use   MFull  drug  interaction 
MFull  BNF  Warning  M  Direct  order  entry 

AND  YOU  CAN  TRY  BEFORE  YOU  BUY 

Contact  David  Coleman  or  Mike  Spnnce  MPS  For  a  demonstration  or  trial 
PARK  SYSTEMS  LTD 

183  Great  Howard  Street  f\ r-4  OQQ  00*5*3  t 
Liverpool  L3  7DL       Tel:  U3  I  -£.ZfO  £.£.00  II 


A  FULL  RANGE  OF  PC  BASED  LABELLING  AVAILABLE 


THE  ONLY  NPA  RECOMMENDED  COMPUTER  LABEL  SYSTEM 


ORAL  ABEL  PC 

"The  Ultimate  in  pharmacy  labelling..." 

"Versatile"  "Uncomplicated" 
"IBM  PC  Compatible"  "Quality  Software" 


NOW:  also  available  with  patient  records 


Computer  Systems  Limited 


Village  Workshops,  Prestwich,  Manchester  M25  8WB. 
ENQUIRIES:  061-773  7909 


John  Richardson 
Computers  Ltd 


;^§Sk             '                   &H^S  ►  In  Pharmacj 

^£  >•  In  Auto-Order  Stock  Control 

-Ssm—a-. 

flB  ►  In  (  ustomei  Sri  v  ii 

-  MW^  In  Systems  Development 

Full  patient  records 

with  drug  interactions 

FREEPOST,  Preston  PRf> 

(SBR  Telephone:  (0772)  323763 

STOCK  FOR  SALE 


- 


^  A8.G    IMPORTS  LIMITED 

^^^^^^^""^  ~  Unii  11    Treadawav  Technical  Centre 

Treadaway  Hill  Loudwater  High  Wycombe 
Buckinghamshire  HPIO  9  R  S 
Telephone  (06281  810404 
Telex  846901  ANG  G  Fax  106281810225 

Established  since  1982,  specialising  in  the  supply  of  "Fine  French  Fragrance"  to 
both  the  retail  and  wholesale  trade,  A  &  G  Imports  has  grown  to  be  one  of  the 
largest  suppliers  in  the  UK. 


With  a  range  now  in  excess  of  2000  references  we  can  offer  delivery  normally 
'within  48  hours  anywhere  on  the  UK  mainland  (subject  to  availability),  carriage 
paid  on  orders  over  £200. 

If  you  would  like  one  of  our  salesmen  to  contact  you,  or  receive  a  current  price  list 
and  colour  catalogue  please  call  us  om- 
(0628)  810404,  or  by  fax  on:  (0628)  810225 


Visitors  welcome  by  appointment  only. 


LEECHOICE  LTD 

T/AMAH  BROS  CASH  &  CARRY 

LONDON'S  LEADING  CHEMIST  WHOLESALERS 


144-158  TOLLINGTON  PARK 
FINSBURV  PARK,  LONDON  N4 
TEl:  01-272 1267;  01-272  8117 
TELEX:  263450  MAHBROG 
FAX:  01-272  3859 


Extra  special  March-April  offers  (Collection  only) 

BUY  17  DOZ  MILUPA  INFANT  FOOD  AND  GET 

Peauduce  Ultra  Plus: 

2  DOZ  FREE  (FOR  MARCH  ONLY) 

Mini  60x6 

30.54 

Vidal  Sassoon: 

Super  45x5 

25.45 

Shampoo  Normal  350mlx12 

14.43 

Maxi  30x5 

25.45 

Aerosol  Hairspray  200mM2 

12.57 

Maxiplus  36x5 

25.45 

Woodwards  Gripe  Water  12 

6.29 

Extra  Large  33x6 

30.54 

Sunsilk  Hairspray  200ml+25ml  12 

7.09 

Harmony  Hairspray  200ml+25ml  12 

6.90 

Recital « 3 

4.19 

J&J  Baby  Lotion  120mlxl2  Twin 

8.19 

Rellecolour  x  3 

3.99 

J&J  Baby  Bath  120mlxl2  Twin 

7.29 

Day  Nurse  Liquid  x  6 

7.69 

Cow  +  Gate  Stage  1 

POA 

Night  Nurse  Liquid  x  6 

7.69 

Cow  +  Gate  Stage  2 

POA 

Lemsip  10x12 

11.25 

PLUS  WIDE  RANGE  OF  MEDICINES, 
TOILETRIES,  SUNDRIES  AND 
HOUSEHOLD  GOODS.  ALL  ABOVE  PRICES 
SUBJECT  TO  AVAILABILITY.  TERMS  CASH 
ONLY  E&OE. 
MON-THUR  9A9H.30PM.  FRIDAY  9AM-6.30PM. 
SAT  9AM-4PM. 


THE  FILM  MAN 

DAVE  ROTHWELL 

110  24  from  75p 

12624  from  40p 

13512  from  75p 

135  24  from  75p 

135  36  /rem  £1.00 

120  Colour  from9Sp 

Disc  from  40p 

El 80  Video  Tape  £1.75 

Polaroid,  Kodak,  Fuji,  Agfa  —  all  at  good  discounts. 
Good  prices  for  colour  sheet  paper. 

ROLL  PAPER  FOR  MIMILARS  SUPPLIED 
D.V.  ROTHWELL  LTD. 

138  Westmoreland  Avenue,  Blackpool  FY  1  5QW. 
Telephone:  0253  697094.  Carphone:  0836  614018 


PHARMACY  ANTIQUES 


WANTED  PHARMACY  ANTIQUES 

Anything  old  and  interesting  from  Chemist 
Shops  —  Display  Fittings,  drawer-runs, 
Bottles,  Labels,  Advertisements,  pot-lids,  eye- 
baths,  Baby-feeders,  cat/journals,  Soda- 
Syphons  etc  etc. 

GORDON,  Tel:  0283  87213  (Collect  anywhere) 
25  Stapanhlll  Roid,  Burton-on-Trant  DE15  9AE 
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SHOPFITTINGS 


V2  PRICE  SALE! 

SHOPKIT  SUNDAY  -  MARCH  19th 

By  popular  demand  our  end  of  Financial  year 
sale  is  back,  with  our  Modular  Shopfitting 
System  being  SOLD  at  Vi  price  (Basic  Shelf 
Order  Sheet)  and  selected  discounts  on  Joinery. 

Don  't  miss  this  amazing  offer,  send  for  details 
today. 

SHOPKIT.  50  Ivatt  Way,  Westwood 
Industrial  Estate, 
PETERBOROUGH  PE1  7PN. 
Tel:  (0733)  265263 

SHOPKIT.  Unit  3,  Gallagher  Terrace,  Park 
Road  Industrial  Estate,  Blackhill,  Consett, 
Co.  Durham. 
Tel:  (0207)591146 


ASHBOURNE 

RETAIL  DESIGN  •  SHOPFITTING  •  CONTRACTS 
Changing  the  Face  of  Community  Pharmacies 

Continental  Dispensary  Storage  Systems 

0883  7  1 7233 

\SHBOURNE  DISPLAY  SYSTKY1S  LTD 
II  \Y1LYN  HOUSE  ■  BEADLES  LANE 
OLDOVI'ED     SI  RRED  RH8  9TJ. 


mm:> 

1 

Specialists  in 
pharmacy  design 
and  construction 


the    shop  fitters 

LUXLINELTD 
8  Commerce  Way,  Leighlon  Buzzard 
Bedfordshire 
Telephone:  (0525)  381 156 
Fax:(0525)382761 


NPA 
APPROVED 


Apeils  Systems  Ltd 


Umdasch 

Fama 


Unit  P,  Kingsway  Trading  Estate 
Kingsway,  Luton,  Beds  LU1  1  LP 
Telephone.  Luton  (0582)  4571 1 1 


A 

m 

Approved 


Ml  NATIONAL 
MAS  ASSOCIATION 
mm  SHOPFITTERS 


Shopfitting  styles 
for  modern  selling 

★  Competitive  prices 

★  Attractive  designs         ★  Dispensary  fittings 

★  Unsurpassed  quality       ★  Incredible  space  saving 


shonl 
Jen 


3 

J* 


1.  Creators  of  imaginative  concepts  that  work. 

2.  Specialists  in  both  traditional  &  continental  dispensary 
fittings. 

3.  Competitive  prices  &  attractive  finance  facilities  which 
makes  quality  affordable  to  all.  


BRISTOL 
0761  -41  8341 


EXETER 
0392-437791 


marspec 

WahHOPHTTING  LTD 

A  complete  shopfitting  and  design 
service,  at  competitive  prices  for  the 
pharmacist. 


Southern  Office: 

Unit  4b, 
Grace  Road, 
Marsh  Barton, 
Exeter,  Devon 
Tel:  0392  216606 


Northern  Office 

4  Prestwood  Court, 
Leacroft  Road, 
Risley,  Warrington, 
Cheshire 

Tel:  0925  827292 


IEXDRUM 

L-  STOREFITTERS— J 


0626  -  834077 

COMPREHENSIVE  DESIGN.  MANUFACTURE  AND 
INSTALLATION  SERVICE  FOR  THE  RETAIL  PHARMACY 


KING  CHARLES  IUSINESS  PARK.  OLD  NEWTON  ROAD  HEATHHEID  DEVON  fQI2  6UT 


96%  of  retail  pharmacies  receive 
Chemist  &  Druggist  —  a  vast  market  for 
shopfitting  products.  To  advertise  in  this 
section  contact 

Duncan  Reed  on  0732  364422, 
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ABOUT  PEOPLE 


First  director 
for  new  MCA 

Dr  Keith  H  Jones  has  been 
appointed  the  first  director  of  the 
Medicines  Control  Agency  which 
will  be  established  within  the 
Department  of  Health  from  April 
1. 

Dr  Jones,  born  in  Cardiff  in 
1937,  has  been  employed  since 
1979  by  Merck,  Sharp  &  Dohme 
Research  Laboratories,  New 
Jersey.  For  the  past  three  years 
he  has  held  the  post  of  executive 
director  responsible  for  clinical 
pharmacology.  He  has  previously 
held  posts  in  several  teaching 
hospitals,  and  worked  for  Fisons 
and  Beecham  Pharmaceuticals. 

The  new  agency,  formed  from 
the  existing  Medicines  Division, 
will  be  responsible  for  ensuring 
that  human  medicines  available  in 
the  UK  are  safe,  and  of 
satisfactory  quality. 
■  Peter  K.J.  Thompson  is  to 
succeed  John  Brookman  as 
solicitor  to  the  Departments  of 
Health  and  Social  Security  on  April 
1.  Mr  Thompson  will  also  be 
appointed  as  solicitor  to  the 
registrar-general  and  the  Office  of 
Population  Censuses  and 
Surveys. 

Veitch  takes 
post  at  CPP 

Dr  Bryan  Veitch  has  been 
appointed  chairman  of  the  College 
of  Pharmacy  Practice's  new 
Board  of  Studies  (Continuing 
Professional  Development). 

Before  being  appointed 
pharmaceutical  adviser  to  the 
Welsh  Office,  Mr  Veitch  was 
regional  pharmaceutical  officer  for 
the  Oxford  Region,  with 
responsibilities  for  education  and 
training.  Prior  to  that  he  was  a 
senior  lecturer  at  Aston 
University,  as  well  as  being  the 
regional  course  organiser  for  the 
West  Midlands.  He  also  has 
experience  of  distance  learning 
methods. 


APPOINTMENTS 


Penny  Harris,  currently  beauty 
reporter  at  Chemist  &  Druggist 
has  been  promoted  to  Beauty 
Editor. 

Penny  joined  C&D  in  June 
1988,  prior  to  which  she  worked 
as  a  news  reporter  on  Packaging 
Week  magazine,  and  as  an 
executive  officer  with  the 
Periodical  Publishers  Association. 

Swaddlers  Ltd  have  appointed  Brian 
Templeman  as  sales  director.  He 
was  formerly  a  director  and 
general  manager  of  Johnson  & 
Johnson. 

Unichem  have  appointed  three 
regional  committee  .members: 
Christopher  Martin  to  the  West 
Country,  Sarah  Jane  Edwards  to 
the  Welsh  and  Peter  Cattee  to  the 
Midlands  and  North  West  regional 
committee. 

LRC  Products  have  appointed  Gus 
0' Kelly  as  marketing  manger  of 
Marigold  Consumer.. 
Pfizer  have  appointed  Mr  Richard 
Crow  as  agricultural  division 
manager.  He  was  previously  with 
Cyanamid  as  general  manager  of 
the  animal  health  division. 
Granose  Foods  Ltd  have  appointed  Bill 
Kitchen  as  sales  and  marketing 
director  and  Peter  Way  as  national 
accounts  manager. 
Smith  &  Nephew  have  appointed  Mr 
John  H.  Robinson  as  deputy  chief 
executive  and  Mr  Leon  Fern  and 
Mr  Jack  R.  Blair  have  been 
appointed  to  the  main  board. 

1CI  have  appointed  Dr  Peter  D. 
Dixon  as  managing  director  of  the 
recently  acquired  Cambridge 
Research  Biochemicals  Ltd. 


Joint  winners  of  the  British  Pharmaceutical  Students 
Association/Pharmacy  Mutual  Insurance  sports  day  1989  were  Bath 
and  Sunderland.  Bath  keep  the  trophy  for  the  first  half  of  the  year  and 
Sunderland,  who  hosted  the  sports  day,  keep  it  for  the  second  half 


Runners  aid 

Any  pharmacist  marathon  or  fun- 
runners  who  would  like  to  secure 
sponsorship  would  be  welcomed 
by  Seven  Seas  in  their  support  of 
CORDA,  the  Coronary  Artery 
Disease  Research  Association. 

Seven  Seas  is  linking  with 
CORDA  to  create  the  "Pulse 
Heart  programme"  and  is  offering 
the  first  ten  pharmacists  who 
apply,  £20  sponsorship  together 
with  a  running  vest,  a  programme 


Pharmacist  Mrs  Ruth  Bader  of 
the  Tything  Pharmacy,  Worcester 
was  one  of  the  five  lucky  winners 
in  the  Kodak/ AAH  Pharmace- 
uticals draw  for  a  Philips 
compact  disc  player.  Seen  here 
AAH  branch  manager  Alan 
Danson  and  John  Newton. 
Kodak  representative  (right) 
present  the  prize  to  Ruth  Bader 


and  sponsor  forms. 

CORDA  says  it  desperately 
needs  more  money  for  research 
into  ways  of  detecting  heart 
disease,  having  made  important 
progress  with  a  new  type  of 
scanner.  Telephone  Anthony 
Burns  01-387  9779  or  dial  100  and 
ask  for  freephone  heart  research. 


Gold  for 
Sharpe 


The  Royal  Pharmaceutical 
Society's  Charter  gold  medal  for 
1989  goes  to  David  Sharpe, 
member  of  the  Society's  Council 
and  a  former  president,  and  PSNC 
chairman. 

The  Charter  silver  medal  will 
go  to  John  Irwin  Harris  of  Wells, 
Somerset. 


Typesetting  and  graphics  by  Magset  Ltd.  Sidcup.  Kent.  Printed  by  Riverside  Press  Ltd.  Whitstable,  Kent.  Published  by  Benn  Publications  Ltd.  Sovereign  Way.  Tonbndge.  Kent  TN9  1RW. 
Registered  at  the  Post  Office  as  a  Newspaper  18/18/16s  Contents "?  Benn  Publications  Ltd  1988.  All  nghts  reserved  No  part  of  this  publication  may  be  reproduced,  stored  in  a  retrieval  system,  mechanical  photocopying, 
recording  or  otherwise  without  the  prior  permission  of  Benn  Publications. 
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Neutralise  plaque  acid 
in  just  10  minutes 


Speed  is  of  the  essence  when  teeth  are  under 
attack  from  snacks  containing  acidogenic 
carbohydrates.  Plaque  pH  testing  with  various 
foods1 2  has  shown  that  this  potentially 
cariogenic  pH  level  can  be  maintained  in  the 
plaque  for  an  hour  or  more  before  the 
normal  salivary  response  can  restore  plaque 
pH  to  testing  levels. 


to  resting  levels  within  the  10  minute  chew 
period.4 

This  dramatic  reduction  in  the  period  teeth  are 
at  risk  from  acid  attack  shows  why  chewing 
Orbit  should  be  considered  a  valuable  adjunct 
in  maintaining  good  dental  health. 


Before  gum  During  gum 


After  gum 


7 

Snack 

1 
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CD 
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33 

"c 
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3 

Time  0  mm  10  20  30  40  50  60 
pH  response  to  typical  snack  challenge  without  chewing  gum2 

Chewing  gum  increases  saliva  flow  by  at 
least  3  times  compared  to  resting  values.3 
Recent  dental  research  on  Orbit  sugar  free 
chewing  gum4  demonstrates  that  chewing  for 
10  minutes,  after  a  snack,  restores  plaque  pH 


TimeOmin  10  20  30  40  50  60 
pH  response  to  typical  snack  challenge  with  chewing  gum' 

The  WRIGLEY  Company  Ltd.  ^ 


Committed  to  dental  health 


ESTOVER   PLYMOUTH    DEVON    PL6  7PR 


References.  1  Imleld,  TN  ,  Oral  Sci .  1983, 11  2  Jensen.  M  E  .  JADA  1986  113  262-266  3  Hoerman,  K  C  .  Data  on  lile  4  Jensen.  M  E  .  Data  on  hie 


lisinopril  ICI 

Prescribing 
No  t  e  5 . 

Full  prescribing  information  is 
available  and  should  be  consulted 
before  prescribing. 

I  'M  : 

Hypertension  when  standard  therapy 
is  ineffective  or  inappropriate. 
Congestive  heart  failure  (adjunctive 
therapy). 

PRESENTATION: 

Tablets  containing  2.5mg,  5mg,  10mg 
or  20mg  lisinopril  {'Zestnl'). 

DOSAGE  AND  ADMINISTRATION: 

Hypertension- initially  2.5mg  daily. 
Maintenance  usually  10-20mg  once 
daily.  Maximum  is  40mg  daily. 
Diuretic -treated  patients-stop  diuretic 
2-3  days  before  starting  'Zestril'. 
Resume  diuretic  later  if  desired. 
Congestive  heart  failure  (adjunctive 
t herapy)  —  initially  2.5mg  daily  in 
hospital  under  close  medical  super- 
vision, increasing  to  5-20mg  once  daily 
according  to  response. 
Impaired  renal  function -may  require 
a  lower  maintenance  dose.  'Zestril' 
is  dialysable. 

Elderly  patients-no  change  from 
standard  recommendations. 

CONTRAINDICATIONS: 

Pregnancy-stop  therapy  if  suspected. 
Hypersensitivity  to  'Zestril'. 

PRECAUTIONS: 

Assessment  of  renal  function  is 
recommended. 

Renal  insufficiency;  renovascular 
hypertension;  surgery/anaesthesia. 
Combination  with  antihypertensives 
may  increase  hypotensive  effect. 
Sometimes  increased  blood  urea  and 
creatinine  and/or  cases  of  renal 
insufficiency  if  given  with  diuretics 
Minimises  thiazide- induced  hypo 
kalaemia  and  hyperuricaemia 
Potassium  supplements  or  potassium 
sparing  diuretics  not  recommended 
Indomethacin  may  reduce  hypotensive 
effect.  Possible  reduced  response  in 
black  patients.  Use  with  caution 
in  breastfeeding  mothers.  Do  not 
use  in  aortic  stenosis  or  outflow 
tract  obstruction  or  cor  pulmonale, 

SIDE  EFFECTS: 

Dizziness,  headache,  diarrhoea,  fatigue, 
cough.  Less  frequently,  nausea,  rash, 
palpitation,  chest  pain  and  asthenia. 
Rarely  angioneurotic  oedema  and  other 
hypersensitivity  reactions;  renal  failure; 
symptomatic  hypotension  (especially  if 
volume-depleted);  severe  hypotension 
(more  likely  if  severe  heart  failure). 
PRODUCT  LICENCE  NUMBERS 
AND  BASIC  NHS  COSTS: 
'Zestril'  2.5mg  (29/0208)  28  tablets, 
£7.84.  5mg  (29/0204)  28  tablets,  £9.83. 
lOmg  (29/0205)  28  tablets,  £12.13. 
20mg  (29/0206)  28  tablets,  £20.96. 
'Zestril'  isatrademark.  Hospital  prices 
available  on  request. 


NEW  FROM 


5c 


'Zestril'  is  a  new,  effective  ACE 
inhibitor  from  ICI.  It  is  given  once 
daily,  which  encourages  good  patient 
compliance.  The  starting  dose  in 
hypertension  is  2.5mg  once  daily,  and 
the  usual  maintenance  dose  is  10-20mg 
once  daily. 

'Zestril'  has  been  shown  to  be  a 
well    tolerated  antihypertensive 
therapy,   allowing  patients  to  enjoy 
their  zest  for  life. 

'Zestril'  is  also  an  effective  once 
daily  treatment  for  congestive  heart 
failure. 

'Zestril'  is  available  as  2.5,  5, 
10  and  20mg  tablets,  presented  in 
tubs  of  60  tablets  and  in  calendar 
packs  containing  2  strips  of  14  tablets. 


(4\ 
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FOR    CUSTOM  I-  R  SERVICES 


0800    200  123 

FOR    MEDICAL  INFORMATION 
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lisinopril  ICI 


Once  daily  antihypertensive  therapy  which  helps  retain  that  zest  for  li 

Further  information  is  avai  lablc  from:-  ICI  Pharmaceulicals  (UK),  Southbank,  Alderley  Park,  Macclesfield,  Cheshire  SK10  4TF. 


A  CHEMIST  &  DRUGGIST  SUPPLEMENT 


Milupo  lead  everyfime. 
Breakfast  time,  dinner  time 

and  tea  time. 


Milupa  are  clear  brand  leaders  in  the  total  dry 
babyfood  market.  Brand  leadership  comes  from 
delivering  what  mothers  and  babies  want. 

Mothers  told  us  they  want  babyfood  by 
mealtimes.  So  Milupa  launched  the  first  ever 
Tea  Time  Savouries  -  of  course  they  were  a 
great  success. 

Now,  by  popular  demand,  we  have 
segmented  our  whole  range  into  Breakfast  Time, 
Dinner  Time,  Tea  Time  and  For  All  Times  to  make 
it  easier  for  your  customers  to  choose. 


And  we  are  advertising  our  "Mealtimes"  in  a 
national  women's  press  campaign  featuring  our 
Little  Experts. 

To  maximise  your  sales  and  profits  stock  up 
now  and  merchandise  your  shelves  in  Milupa 
Mealtimes. 

Where  Milupa  leads,  the  market  follows. 


milupa 


® 


Milupo  babyfoods.  The  one 
taste  little  experts  agree  on. 


1r  "  " 

v 

-_J  Muesli^ 


Tea-time  savoury  t 


Infant  Dri*, 


See  your  Miltipa  representative  or  ring  Milupa  Sales  Department  on  01-573  9966T™* 
Milupa  Ltd.,  Milupa  House,  Uxbridge  Road,  Hillingdon,  Uxbridge,  Middlesex  UB10  ONE. 


WITH 


RETURNS 
AREN'T 


The  Avent  Steriliser 
probably  offers  the  highest 
return  of  any  product  on  your 
shelves. 

Last   year,   over  forty 
per  cent  of  chemists  who 
stock  baby  products  realised 
this,  and  ordered  it. 


THOUSANDS  SOLD 
LAST  YEAR. 

Between  them  they  sold 
tens  ot  thousands  of  Avent 
Sterilisers,  making  a  profit  of 
over  £6  on  each  sale. 

Obviously  the  Avent 
Steriliser  has  a  great  deal  to 
offer  you.  For  mothers,  its 
many  advantages  over  chemical 
sterilisers  are  equally  attractive. 
The  Avent  Steriliser  is  simply 
much  taster,  safer  and  easier 
to  use. 

INCREASED 
ADVERTISING 
SUPPORT  THIS  YEAR. 

As  you  may  already 
know,  we  support  you,  the 
independent  chemist.  (Unlike 
some  manufacturers,  we  don't 
sell   to   supermarkets  and 
various  other  retailers.) 

So  you'll  be  pleased  to 
hear  we've  increased  our 
advertising  and  promotional 
spend  for  1989.  And  that  we're 
confidently    predicting  a 
healthy  increase  in  sales 
this  year. 

Don't  miss  the  boat.  Stock 
the  Avent  Steriliser.  And  watch 
your  sales  go  full  steam  ahead. 


AVENT  STEAM  STERILISER 
MRP  £30.39 (EX.  VAT) TRADE  £24.31  PROFIT  £6.08 


a\  =i  r 

PURELY    FOR  BABIES 

MADE  IN  ENGLAND 
CANNON  BABYSAFE  LTD.. 
LOWER  ROAD.  GLEMSFORD. 
SUFFOLK  CO10  7QS 
TEL.  (0787)  280191  FAX:  (0787)  282088. 
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A  CHEMIST  &  DRUGGIST  SUPPLEMENT 
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Cry  for  help 

Sian  Dulfer,  BA,  SRN,  Cert  Ed,  looks  at  the  enigma  of  colic  and  how 
pharmacists  can  advise  distraught  parents*. 


Colic  has  been  plaguing  young  babies  and  their 
parents  since  time  immemorial.  In  1545, 
Thomas  Price  wrote  that  "Peine  in  the  belly  is 
a  comon  disease  of  children.  The  child  cannot 
rest  but  cryeth  and  fretteth  itself  (and  is) 
greived  with  wynde  in  the  belly  and  colyke . ' ' 

Despite  the  considerable  advances  in 
diagnosis  and  treatment  over  the  intervening 
years,  confusion  remains  over  the  accepted 
use  of  the  word  "colic"  to  describe  a 
spasmodic  pain  in  the  gut,  renal  or  biliary 
system,  and  paroxysms  of  crying  in  babies. 

The  word  "colic"  is  generally  applied  to  an 
apparently  healthy,  well  fed  baby  who  has 
periods  of  inconsolable  crying  lasting  in  total 
for  more  than  three  hours  a  day  for  at  least  two 
days  a  week.  The  little  bundle  of  joy  squirms 
and  screams,  his  face  is  flushed,  his  forehead 
furrowed,  he  may  draw  up  his  knees  or  he  may 
throw  back  his  head  and  stretch  out  his  legs. 
His  body  is  rigid  and  he  feels  resistant  to 
cuddling.  This  behaviour  contrasts  markedly 
with  the  crying  which  demands  food,  a  clean 
nappy  or  regulation  of  the  temperature. 

Understandably  the  parents,  especially  the 
mother,  become  increasingly  worried,  feel 
defeated  and  desperately  seek  a  cure  as  their 
endurance  breaks  down.  The  mother 
experiences  feelings  of  guilt  and  failure 
because  her  expectation  of  maternal  bliss  is 
shattered  as  she  fails  to  resolve  the  pain  of  her 
helpless  child.  Many  mothers  speak  of  being  at 
"the  end  of  their  tether",  of  the  "soul 
destroying"  sense  of  inadequacy,  of  the 
"heart  breaking"  disappointment,  and  even  of 
the  "marriage  breaking  tension"  and  their 
fear  of  doing  harm  to  the  baby. 

The  hours  of  hell  usually  occur  in  the 
evening  and  so  the  pharmacist  may  well  only 
come  across  exhausted-looking  mothers 
complaining  bitterly  about  their  offspring  who 
present  during  the  day  as  little  angels 
peacefully  sleeping  in  the  pram. 

The  incidence  of  colic  is  virtually 
impossible  to  measure  because  of  the  wide 
ranging  criteria  used  to  define  the  term,  its 
causes  and  the  expectations  of  how  much  a 
baby  should  normally  cry.  Various  studies 
have  suggested  that  incidence  of  colic  in  babies 
under  six  months  is  between  16  and  50  per 
cent  of  that  population.  Two  major  studies 
(Asnes  and  Mones  in  1982 :  and  Illingworth  in 
1954 ')  put  the  figure  at  30  and  20  per  cent. 

All  babies  cry;  crying  is  our  earliest  form  of 
communication.  A  study  by  Brazelton 
indicated  from  diaries  kept  by  80  parents  that 
on  average  babies  cry  for  two  hours  a  day  at 
two  weeks,  reach  a  peak  of  three  hours  a  day 
at  six  weeks,  and  then  settle  down  to  one  hour 
a  day  at  three  months4 . 

It  is  no  doubt  significant  that  at  about  three 
months,  babies  are  overcoming  some  of  their 
limitations  in  communication  by  being  able  to 
move  their  head  and  smiling  and  playing  with 
toys.  Up  to  the  age  of  two  weeks,  babies  are 
generally  sleepy,  maybe  partly  because  of 
analge  .ia  gi\  en  to  the  mother  during  labour. 

How  often  excessive  crying  is  due  to  pain 
caused  by  wind  in  the  stomach  or  bowel  is  not 
clear,  even  though  the  physical  response  of 


the  baby  suggests  this  is  in  fact  the  case.-' 
However,  Illingworth  failed  to  demonstrate 
excess  gas  in  the  bowel  on  X-rays  of  babies 
with  colic'  but  he,  like  Jakobsson  and 
Lindberg,  did  demonstrate  hyperperistalsis." 

In  contrast,  a  paper  by  Thomas  et  al 
established  the  concept  of  the  "difficult  child" 
whose  personality  type  may  cause  colicky 
bouts  of  crying  even  at  a  few  weeks  old.' 
Whether  or  not  one  supports  this  thesis,  it 
does  have  the  merit  of  reducing  the  guilt  felt  by 
the  mum  who  cannot  resolve  her  baby's  colic. 

Various  other  theories  have  been  put 
forward  to  explain  colic.  In  the  first  serious 
study,  Illingworth  suggested  overfeeding, 
underfeeding,  use  of  an  inappropriate  feed  or 
faulty  feeding  technique  and  both  maternal  and 
child  anxiety.1  Other  researchers  have 
implicated  modern  obstetric  practices '  or  an 
inherited  sensitive  nervous  system.-1  Proof 
remains  illusive. 


Why  evenings? 

As  colic  usually  occurs  in  the  evening,  two 
theories  connected  with  feeding  have  been 
popular.  One  is  applicable  to  breast-feeding 
mothers  whose  milk  supply  may  be  reduced  at 
the  end  of  a  busy  day  and  whose  baby  gets 
hungry  and  swallows  air  as  he  cries  for  food  or 
while  he  sucks  on  an  empty  breast. 

The  other  theory  implicates  the  first 
morning  feed  which  is  said  to  cause  colic  10  to 
12  hours  later.  The  baby  may  have  gulped  the 
feed  or  overfed,  so  ingesting  air,  or  he  may 
have  surplus  undigested  milk  in  his  gut  which 
ferments  and  produces  wind. 

A  mother  who  is  breast  feeding  often  has 
an  abundance  of  milk  at  the  first  feed.  Baby 
may  take  too  much  or  may  not  be  able  to  fix 
with  an  air-tight  seal  around  the  areola  of  the 
full  and  distended  breast.  For  similar  reasons, 
babies  with  a  snuffly  nose  may  take  in  air  while 
sucking  the  nipple  or  teat  and  get  colic  as  a 
result. 

Considerable  attention  has  been  focussed 
on  the  nature  of  the  milk  feed  to  babies  who 
are  prone  to  colic.  Immaturity  of  the  gut  is 
mentioned  in  association  with  sensitivity  and 
antibody  allergy  response  to  cow's  milk  given 
both  directly  by  bottle  or  consumed  by  breast- 
feeding mothers. 

The  plethora  of  results  from  the  studies  is 
confusing.  Lothe  et  al  asserted  that  30  per 
cent  of  known  causes  of  colic  are  linked  to  food 
intolerance-  while  Liebman  could  find  no 
measurable  link  between  colic  and  food  allergy 
when  he  examined  the  IgE  response. g  In  fact 
food  allergy  in  infants  is  not  common.  Whaley 
and  Wong  state  that  only  one  or  two  per  cent 
of  infants  have  a  true  allergy  to  the  protein  or 
lactose  in  cow's  milk. 0 

However,  in  two  studies.  Jakobsson  and 
Lindberg  have  shown  an  association  between 
maternal  consumption  of  dairy  products  and 
colic  in  babies.  In  the  earlier  study,  of  19 
colicky  breast-feed  babies  under  three 
months,  13  became  colic  free  when  the 
mother  stopped  eating  and  drinking  milk 
products.  The  colic  returned  in  all  but  one 
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raby  when  dairy  foods  were  reinstated.  Once 
he  babies  were  four  months  old,  only  four 
leveloped  colic  when  the  mothers  were  re- 
hallenged  with  milk.  Of  these,  three  babies 
lemonstrated  intolerance  to  cow's  milk  when 
was  introduced  directly  into  their  diet. 6 

In  the  second  study,  63  breast-feeding 
nothers  were  put  on  a  milk  free  diet  for  a 
eek.  There  were  35  colic  free  babies,  but 
fter  the  mothers  were  challenged  with  milk, 
>5  per  cent  of  the  babies  developed  colic.  At 
further  stage,  10  mothers  were  given 
apsules  of  cow's  milk  whey  protein  as 
ipposed  to  placebo  and  nine  of  the  babies 
leveloped  colic. 1 1 

Some  experts  also  advise  breast  feeding 
nothers  to  cut  out  caffeine.  This  means  cola 
inks  as  well  as  coffee  and  tea.  Others  have 
uggested  that  breast  feeding  mothers  who 
re  deficient  in  zinc,  one  of  the  B  vitamins  or 
alcium  may  produce  milk  which  predisposes 
heir  baby  to  colic.  Furthermore,  mothers 
ften  associate  baby's  colic  with  a  food  they 
te  during  the  previous  24  hours  —  perhaps 
arlic,  onions,  cabbage,  peppers  or  eggs  - 
nd  they  learn  from  bitter  experience  to  avoid 
ne  culprits. 

Advice  on  feeding  problems,  allergy  and 
tolerance  are  not  the  province  of  the 
harmacist,  although  it  is  important  to  be  well 
iformed.  Mothers  should  be  encouraged  to 
iscuss  such  problems  or  fears  with  the  health 
sitor  or  GP.  Certainly  the  pharmacist  should 
Dt  encourage  the  mother  to  change  the  type 
f  baby  formula  she  is  using,  or  to  put  the  baby 
ito  a  soya  milk  or  take  the  baby  off  breast 
dlk.  However,  mothers  who  have  been 
ivised  by  a  doctor  to  omit  dairy  products 
om  their  diet  may  need  a  pharmacist's  advice 
i  calcium  and  protein  supplements. 


In  terms  of  health  education,  the 
pharmacist  can  certainly  take  the  opportunity 
of  advising  parents  not  to  smoke.  Said  et  al 
clearly  showed  the  relationship  passive_ 
smoking  and  colic. 12  In  a  study  of  215  babies, 
6(5  per  cent  of  136  babies  whose  mothers  and 
father  did  not  smoke  had  colic,  while  only  10 
per  cent  of  the  31  babies  whose  parents  did 
smoke  were  colic  free. 

Practical  advice  and  encouragement  to 
parents  of  a  colicky  baby  should  always 
support  them  in  harmony  with  their  baby 
against  the  colic  and  should  not  draw  up  battle 
lines  between  them  against  a  combination  of 
the  baby  and  the  colic.  While  leaving  advice  on 
feeding  to  the  health  visitor  or  GP,  the 
pharmacist  should  be  able  to  pick  out  the  baby 
who  is  obviously  ill  and  needs  prompt  medical 
attention.  If  the  baby  looks  alert,  is  well 
hydrated,  is  gaining  weight  and  passing  urine 
and  normal  stools,  then  the  colic,  however 
distressing,  is  not  life  threatening.  Even  so  it 
remains  a  symptom  which  can't  be  ignored 
despite  the  fact  that  the  cause  and  treatment 
are  obscure. 

Parents  with  colicky  babies  have  inevitably 
tried  many  techniques  suggested  by  family  and 
friends  before  seeking  professional  advice. 
Massaging  the  baby's  back,  careful  winding, 
carrying  the  baby  round  in  a  sling,  driving 
round  in  the  car  with  the  baby  in  a  carrycot, 
wrapping  him  up  securely  in  a  blanket,  giving 
him  a  dummy,  playing  "womb"  music,  lying 
him  on  his  tummy  or  on  his  right  side  and 
offering  cooled  boiled  water  are  just  a  few- 
examples. 

It  may  be  worth  reassuring  parents  that 
picking  up  a  young  baby  who  is  crying  is  not 
going  to  spoil  him.  Babies  under  three  or  four 
months  are  not  capable  of  manipulating  adults 


in  this  way  but  may  begin  to  learn  that  if  crying 
does  not  get  a  response,  then  the  only 
alternative  is  to  cry  louder  and  for  longer. 

The  fact  that  persistent  bouts  of  screaming 
in  the  healthy  baby  are  probably  caused  by 
wind  means  that  it  is  vital  that  any  medication 
given  to  treat  the  suspected  wind  is  totally 
without  side  effects,  bearing  in  mind  the 
unavoidable  over  treatment. 

Alcohol  is  a  long  standing  remedy,  but  it  is 
obviously  dangerous  in  significant  amounts  or 
if  used  repeatedly.  Various  herbal  remedies 
have  anecdotal  success  but  the  strength  of  the 
dose  is  usually  worringly  vague.  Such 
remedies  include  infusions  of  camomile 
flowers,  bay  leaves,  aniseed  fruit,  caraway, 
fennel  and  dill  seeds  and  calamus  root.  Gripe 
water  made  from  dill  oil,  sodium  bicarbonate, 
alcohol,  syrup  and  water,  is  now  considered 
unsuitable  because  of  its  unproven  efficacy  and 
the  potentially  harmful  effects  of  excess 
alcohol  and  sodium  bicarbonate '  1 . 

Antispasmodics  containing  dicyclomine, 
such  as  Merbentyl,  are  now  not  advised  for 
babies  under  six  months  because  of  the 
systemic  effects,  particularly  on  respiration. 
Atropine  derivatives  and  anticholinergics  such 
as  pipenzolate  bromide  also  have  highly 
undesirable  systemic  effects.  Papers  by 
IUingworth '  and  0' Donovan  and  Bradstock 1  1 
dismissed  these  drugs  as  having  no  value  and 
highlighted  the  deleterious  effects. 

The  safest  and  most  effective  antiflatulants 
contain  activated  dimethicone,  an  inert 
substance  which  reduces  the  surface  tension 
of  the  gas  bubble,  gently  disperses  the  wind 
and  then  passes  out  of  the  body  without  having 
any  systemic  effect.  Dentinox  colic  drops,  for 
example,  can  be  used  from  birth  without  fear 
of  masking  a  serious  underlying  condition  or 
causing  systemic  reaction  as  it  is  non- 
alcoholic. 

It  may  also  be  helpful  to  give  distraught 
parents  details  about  Cry-sis,  an  organisation 
which  provides  support,  information  and  one- 
to-one  counselling  when  persistent  crying 
becomes  unbearable.  (BM  Cry-sis,  London 
WC1N3XX.  Tel:  01-404  5011). 
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Boom  time 


This  year  there  are  likely  to  be  800,000  new  babies'  bottoms  to  cover. 


The  UK  birth  rate  has  been 
increasing  dramatically  and  it  is 
estimated  that  by  1995  there  will 
be  almost  half  a  million  more 
potential  customers  than  there 
were  in  1985. 

This  is  good  news  for  the 
disposable  nappy  market, 
considering  that  a  baby  is  changed 
about  2,000  times  in  the  first  year 
of  its  life  and  there  is  a  growing 
trend  for  older  children  to 
continue  using  nappies,  especially 
at  night. 

According  to  the  Disposable 
Baby  Napkin  Manufacturers 
Association,  the  UK  market  is 
expected  to  be  worth  £330  million 
this  year,  a  predicted  growth  of  16 
per  cent.  But  the  UK  still  lags 
behind  other  countries  with  only 
80  per  cent  of  nappy  changes 
using  disposables  compared  with 
100  per  cent  in  Sweden  and  98  per 
cent  in  France. 

Disposables  account  for  nearly 
30  per  cent  of  all  spending  on  baby 
goods  which,  according  to  a  report 
by  Projection  2000,  makes  them 
the  largest  single  item  of 
expenditure  for  the  modern 
mother.  The  main  threat  to  brand 
manufacturers  comes  from  own- 
label  nappies,  which  make  up 
nearly  half  of  all  nappy  sales. 
Projection  2000  believes  nappies 


have  already  become  a  commodity 
line  in  supermarkets,  hence  the 
need  for  companies  like 
Peaudouce  and  Procter  &  Gamble 
to  innovate  constantly. 

The  report  (£65)  gives  a 
personal  insight  into  how  parents 
are  persuaded  to  opt  for 
disposables  instead  of  traditional 
cloth  nappies.  The  preferred 
brand  may  have  been  chosen  even 
before  the  baby  is  born,  and 
advertising,  promotions  and 
word-of-mouth  advice  all 
contribute.  (Details  of  report  from 
01-254  1669). 

Swaddlers  Ltd,  manufacturers 
of  Togs  and  Cares,  believe  the 
way  forward  is  investment  in  new 
tei  hin  ilogy  .  inm  ivatu  >n  and  stn  >ng 
marketing  support.  Claire 
Brooks-Matthew,  product 
manager  for  Togs  which  is  the 
number  two  brand  with  a  10  per 
cent  sterling  share,  says: 
"Investment  from  brands  is  vital. 
Without  this  there  is  a  real  risk  of 
the  nappy  market  becoming  a 
commodity  market,  resulting  in  a 
serious  erosion  of  profit  margins 
for  both  manufacturers  and 
retailers  alike." 

A  further  burst  of  television 
advertising  for  Togs  started  this 
Spring,  and  a  new  film,  Press  and 
poster  campaign  is  scheduled  for 


later  this  year.  Further 
promotions  are  planned  to 
encourage  consumer  trial  and 
repeat  purchase.  Over  212,000 
mothers  —  14.5  per  cent  of  the 
target  market  —  have  applied  for 
a  free  sample  offer  featured  in 
advertising  in  women's  and 
mother  and  baby  Press. 

Cares  will  be  the  first  brand  in 
the  15  per  cent  economy  sector  of 
the  market  to  be  advertised 
nationally  in  the  consumer  Press. 
There  will  also  be  consumer 
promotions  and  sampling. 

The  £10  million  or  so 
investment  in  the  environmentally 
sympathetic  Peaudouce  Ultra 
Plus  range  represents 
Peaudouce's  biggest  ever 
development  programme.  As  well 
as  a  "massive"  advertising  and 
public  relations  campaign  there 
will  be  sampling,  roadshows, 
exhibitions  and  mailings  to  clinics 
and  healthcare  professionals. 

Celatose  pic  have  appointed 
the  Miles  Group  to  market 
Sofline,  their  competitively-priced 
brand  aimed  at  the  independent 
and  small  multiple  retailer.  Sofline 
is  available  in  both  standard  and 
ultra  (super  absorbent)  in  a  range 
of  pack  sizes.  Further  information 
from  Celatose  sales  director 
Arthur  Wilkins  (tel:  0495  350575) 


(  hie  oj  the  first  environmentally  friendly  nappies  (seeplO) 
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Our  new  arrival 
is  putting  on  weight 

Since  Sudocrem  was  included  in  the  Pharmax 
portfolio  the  brand  has  been  growing  steadily. 

NEW  SIZES 

With  250g  and  400g  tubs  joining  the  range 
(replacing  the  325g  size)  we're  encouraging  your 
customers  to  trade-up  in  easy  stages. 

NEW  TOPS 

Securely-sealed,  yet  easy  to  open,  our  new 
tamper-evident  tops  give  added  reassurance. 

NEW  LABELS 

Tidier  and  clearer  to  stand  out  even  more  on 
your  shelves. 

NEW  OPPORTUNITIES 

Sudocrem  is  brand  leader  in  the  nappy  rash 
market.  With  a  rationalised  range,  new,  modern 
packaging  plus  increased  promotional  support  it's 
the  brand  to  choose  for  heavyweight  sales. 
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DISPOSABLES 


Going  green 


It  must  be  rare  for  a  nappy  launch  to  make  television  news.  Yet  in  January,  disposables 
hit  the  headlines  when  brand-leading  manufacturers  changed  to  "environmentally 

friendly"  pulp. 


Concern  about  the  environment  is 
likely  to  make  ' '  friendly ' '  nappies 
as  much  of  an  issue  as  non-CFC 
aerosols.  In  the  case  of  nappies, 
concern  stems  from  fears  about 
dioxins  which  are  among  the  most 
toxic  substances  known,  and  are 
produced  by  many  industrial 
processes. 

Scientists  worldwide  are 
trying  to  find  ways  in  which 
industry  as  a  whole  can  reduce  the 
amount  of  dioxins  it  creates.  The 
paper  industry  has  been  singled 
out  for  special  attention  because  of 
its  widespread  use  of  chlorine- 
based  chemicals  to  bleach  paper 
pulp  before  turning  it  into  a  range 
of  disposable  products.  The 
organo-chlorine  wastes  pass  into 
the  rivers,  harming  fish  and  sea 
life. 


A  SHADE  MORE  NATURAL  COLOUR 


A  sign  of  the  times  from 
Peaudouce 

In  Sweden,  the  link  was  found 
three  years  ago  after  local 
fishermen  complained  that  fish 
were  being  poisoned  and  the  toxic 
compounds  were  detected  in 
waste  water  from  pulp  mills. 
Dioxins  have  also  been  found  in 
the  bleached  white  pulp  itself, 
although  the  amounts  are  so 
minute  as  to  present  no  immediate 
health  risk.  But  because  of  this 
theoretical  hazard,  the  Swedish 
government  made  disposable 
nappies  the  first  target  in  its  move 
towards  unbleached  paper 
products,  particularly  as  dioxins 
pass  more  easily  through  greasy 
substances  such  as  baby  creams 
which  are  in  constant  contact  with 
the  skin.  Manufacturers 
voluntarily  withdrew  their 
chlorine-bleached  nappies  from 
sale  rather  than  face  a  likely 
government  ban. 

Similar  links  between  pollution 
and  pulp  were  found  on  the  Great 
Lakes  of  North  America.  Media 
publicity  and  the  powerful 
environmental  lobby  forced  the 
US  government  to  speed  up 


research  into  the  potential 
hazards.  The  Canadian 
government  is  also  spending 
millions  of  dollars  on  research  and 
the  paper  pulp  industry  is  making 
a  determined  effort  to  reduce 
pollution. 

Britain  imports  most  of  the 
pulp  it  needs  ready  bleached  from 
these  other  countries  and  as  yet, 
the  British  Government  has  made 
no  pronouncement,  although 
various  committees  are  expected 
to  report  this  year. 

Another  environmentally 
unsound  aspect  of  the  traditional 
disposable  nappy  is  that  it  uses 
acres  of  trees.  One  pine  tree 
produces  500  nappies  and  caters 
for  only  a  fraction  of  the  estimated 
2.65  billion  nappy  changes  a  year. 
With  the  CTMP  process  now 
used  by  Peaudouce  the  yield  is 
doubled  and  for  every  tree  felled 
the  company  plants  three  more. 

Over  70  per  cent  of  a 
disposable  nappy  is  fluff-pulp 
padding.  In  the  chlorine-bleaching 
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process  the  lignins  and 
hemicelluloses  are  removed  from 
the  wood  pulp  leaving  mainly 
cellulose  which  means  that  only  45 
per  cent  of  the  tree  is  used. 

In  contrast,  CTMP  (Chemical 
Thermo  Mechanical  Pulp)  is 
mostly  mechanically  produced. 
Wood  chips  are  steam  treated  to 
soften  the  lignin  then  ground  to  a 
pulp  which  is  bleached  with 
hydrogen  peroxide.  This  process 
does  not  remove  the  lignins  and 
hemicelluloses  so  yields  are 
greater  and  90  per  cent  of  the  tree 
is  used.  The  resulting  fibres  are 
thicker,  which  improves 
absorption,  and  the  hydrogen 
peroxide  breaks  down  to  oxygen 
and  water.  The  pulp  is  a  natural 
creamy  colour,  but  manufacturers 
believe  consumers  are  ready,  in 
the  interests  of  ecology,  to  accept 
a  product  that  is  not  whiter  than 
white. 

The  new  process  for  Pampers 
uses  active  oxygen  bleaching  with 
oxygen  and  chlorine  dioxide  which 


breaks  down  to  chlorides  instead 
of  the  harmful  organo-chlorines. 
The  process  is  energy  self- 
sufficient  and  requires  no 
electricity  generation  from 
external  sources.  The  amount  of 
wood  wasted  is  minimal  and 
chemicals  are  re-cycled. 

Pampers'  previous  supply  was 
from  North  American  pulp  mills 
whose  effluent  treatment 
processes  ensured  that  waste- 
water discharge  was  handled  in  an 
environmentally  responsible 
fashion.  Procter  &  Gamble  say 
they  are  pleased  to  change  to  a 
more  local,  Swedish  supplier  now 
the  material  is  top  quality  from  an 
environmental  point  of  view. 

While  the  brand  leaders  were 
dominating  the  headlines, 
Unichem  announced  that  they  had 
been  using  non-chlorine  bleached 
wood  pulp  in  their  disposable 
nappies  since  October  1987.  The 
tissue  lining  has  been  non-chlorine 
bleached  since  the  end  of  January-. 

From  this  month  Swaddlers' 
Togs  range  is  being  made  with 
"environment  friendly"  pulp, 
with  a  notice  flashed  on  the  pack. 
And  the  Vantage  ultra  dry  plus 
range  which  upgrades  the  ultra 
dry  range ,  also  uses  a  "  safe ' '  pulp 
(C&D,  February  11). 

Meanwhile  Ashton, 
manufacturers  of  Zorbit  nappies, 
believe  that  with  the  war  raging  on 
the  environmental  issues,  more 
mothers  will  turn  back  to  the 
traditional  cotton  terry. 

Vive  la  difference 


Another  trend  in  the  disposable 
nappy  market  is  the 
acknowledgement  that  boys  and 
girls  are  different. 

In  January,  Procter  &  Gamble 
launched  Ultra  Pampers  for  boys 
in  which  the  absorbency  powers 
are  concentrated  at  the  front 
where  it  is  most  needed  and  the 
shape  is  wide  in  the  back,  narrow 
in  the  front.  Ultra  Pampers  for 
girls  is  based  on  the  previous 
nappy,  with  greater  absorbency  in 
the  middle  (C&D,  January  14). 

Swaddlers  announced  last 
week  Togs  "for  him"  and  "for 
her."  (C&D,  March 4). 

Now,  Celatose  pic  are 
introducing  a  gender  specific 
range  of  ultra  absorbent  nappies 
into  the  own  brand  marketplace. 
The  pulp  wadding  has  its 
maximum  depth  in  front  of  the 
boys'  nappy,  while  for  girls  the 
maximum  depth  is  in  the  crotch. 
Again,  "environment  friendly" 
pulp  is  used  for  the  core.  The 
Celatose  wet  barrier,  which 
reduces  risk  of  leakage,  is 
retained  and  the  multistrand  leg 
elastic  improves  leakage 
resistance  at  the  legs.  The  side 
tapes  are  elasticated  instead  of 
paper  and  can  be  fastened 
anywhere  along  a  frontal  band.  At 
present,  the  lines  are  available  to 
pharmacy  chains  wishing  to  sell 
own  label  disposables. 
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SUPPLEMENT  TO  CHEMIST  &  DRUGGIST  11  MARCH  1989 


Cans  sell  a  fraction  of  what  Cow  &  Gate  jars  sell* 


For  every  £44  you  take  selling  cans,  £100  is  taken  selling  Cow  & 
rs.:1: 

And  we  account  for  63%  of  all  wet  habymeals  sales  in 
:s.  The  nu 
with  your  shelves? 


1  Gate  jars.* 
An 

chemists.  The  numbers  stack  up.  Shouldn't  you  do  the  same 


The  Babyfeedmg  Specialists. 

SOURCE  IND  CHEMIST/DRUG  RETAIL  AUDIT  STERLING  SALES  12  MONTHS  TO  DEC  1988 


Keeping  abreast  with 
those  on  the  bottle 

Breast  may  be  best,  but  in  spite  of  scare  stories  and  consumer  advertising  bans,  the 
British  mother  still  votes  with  the  bottle 


Department  of  Health  estimates 
show  that  two-thirds  of  mothers  in 
hospital  breast  feed  their  babies 
yet  by  the  time  the  baby  is  six 
weeks  old  the  figures  are 
reversed,  with  two  thirds  of 
mothers  reaching  for  the  bottle. 
And  that  percentage  is  increasing, 
despite  five  years  operation  of  the 
Code  Monitoring  Committee  set 
up  to  oversee  activities  of  the 
infant  formulae  manufacturers. 


Last  year,  the  Royal 
Pharmaceutical  Society  issued 
guidance  to  pharmacists  when 
selling  infant  formulae.  While 
advising  that  pharmacists  should 
encourage  breast  feeding,  the 
guidance  acknowledged  that  they 
had  an  important  role  to  play  in 
helping  those  mothers  who  prefer 


bottle  feeding  to  make  an 
informed  choice  from  the  range  of 
products  available  (C&D 
Babycare  supplement,  October 
15,  1988). 

Babymilks,  unlike  other 
babycare  products  such  as 
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These  two  figures  add  up  to 
us  being  brand  leaders  in  baby  juices* 

Last  year  Cow  &  Gate  Ready-to-drink  Pure  Juices  grew  by  13.8%.*  Even 
■  more  impressive,  our  Concentrated  Pure  Juices  grew  by  18.3%.* 
Equalling  a  dominant  brand  share  of  44-9%. 

So  for  really  j uicy  profits  don't  j List  stock  Ready-to-drink , 
concentrate  on  Concentrates,  too. 

'SOURCE  INO  CHEMIST/DRUG  RETAIL  AUDIT  STERLING  SALES  12  MONTHS  TO  DEC  1988 
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nappies  and  wipes,  have  an  almost 
exclusively  brand  loyal  following. 
Midwives  and  health  visitors 
strongly  advise  against  switching 
between  brands  for  no  reason  and 
most  mothers  take  notice  of  this 
advice. 

"If  their  particular  brand  of 
milk  is  out  of  stock  they  will  shop 
for  it  elsewhere  rather  than 
choose  an  alternative",  say 
Wyeth,  "so  pharmacists  should 
ensure  that  consistent  stock 
levels  and  a  full  range  of  products 
are  maintained." 

While  Nielsen  figures  (which 
exclude  Boots)  report  marked 
inroads  by  grocers  into  the  milks 
market  (p30),  Wyeth  report 
figures  which  are  more  favourable 
to  pharmacies.  For  the  16  weeks 
ending  December  24,  1988,  the 
sales  split  was  pharmacies  37  per 
cent,  welfare  clinics  28.2  percent, 
grocers  23 . 8  per  cent ,  drug  stores 
7.8  per  cent  and  others  5.2  per 
cent. 

Wyeth  believe  this 
emphasises  how  much  mothers 
value  the  reassurance  and 
professional  back  up  of  a 
pharmacy:  '  'To  make  the  most  of 
their  business,  therefore, 
pharmacists  must  make  sure  that 
they  are  knowledgeable  about 
infant  formulae  and  keep  abreast 
of  feeding  recommendations . ' ' 

One  of  the  recent  "scare 
stories"  concerned  aluminium  in 
baby  milks,  with  media  coverage 
implying  that  these  products 
contain  dangerous  levels. 

But  manufacturers  were  quick 
to  point  out  that  there  is  no 
evidence  that  normal  healthy 
babies  are  at  risk.  Aluminium  is 
the  third  most  common  element 
on  earth  and  occurs  naturally  in 
water,  plants  and  animals.  It  has 
also  been  found  in  breast  milk  with 
varying  levels  reported  between 
250  and2,400mg  per  litre. 

Farley's,  for  example,  say 
their  Ostermilks  powders  have 
between  29  and  98mg  aluminium 
per  litre,  and  although  varying 
levels  of  aluminium  are  found  in 
the  water  used  to  make  up  the 
feeds,  the  reconstituted  powders 
come  into  the  low  end  of  the  range 
found  in  breast  milk. 

Aluminium  is  not  added  at  any 
stage  during  the  manufacturing 
process,  nor  are  any  aluminium 
implements  used. 

Wyeth  believe  the  market  will 
move  rapidly  towards  ready  to 
feed  milks  due  to  increased 
demand  for  convenience 
products.  Their  ready  to  feed 
SMA  cartons  launched  last  year 
proved  popular  both  for  occasional 
use  such  as  days  out  and  for 
mothers  using  them  at  all  feeds. 
Sales  rose  significantly  at  holiday 
times  and  there  was  a  55  per  cent 
increase  in  November-December 
with  mothers  buying  in  for 
Christmas. 

The  fastest  growing  sector  is 
soy  milks  at  30  per  cent  a  year, 
say  Crookes  Healthcare  who 


believe  it  is  worth  £6  million,  while 
Wyeth  give  a  value  of  over  £7 
million  in  the  total  £70  million  milks 
market. 

Milk  continues  to  play  an 
important  role  at  the  age  of  six 
months  when  mothers  often  stop 
breast  milk  and  infant  formulae 
and  start  introducing  solids. 
Recent  Department  of  Health 
recommendations  suggested  that 
whole  cow's  milk  might  not  be  the 
best  alternative  because  of  its 
poor  iron  and  vitamin  D  content. 

Follow-on  weaning  drinks 
such  as  Wyeth's  Progress  and 
Farley's  junior  milk  have  been 
developed  to  meet  the  specific 
nutritional  requirements  of  infants 
on  a  mixed  diet.  Another 
advantage  is  that  these  products 
do  not  contain  as  much  saturated 
fat  as  cow's  milk. 

Among  health  professionals 
and  mothers,  there  is  an 
increasing  awareness  of  the  DoH 
recommendation  that  cow's  milk 
is  best  not  introduced  until  a  baby 
is  a  year  old. 

"As  90  per  cent  of  mothers 
are  giving  their  babies  cow's  milk 
from  six  months  onwards,  this 
presents  a  tremendous  marketing 
opportunity  for  us  with  Farley's 
junior  milk,  which  is  a  nutritionally 
superior  alternative,"  says 
Rodney  Cowen,  group  product 
manager. 

Separate  target 

While  health  professionals  were 
not  happy  with  the  introduction  of 
follow-on  milks  at  four  months, 
Crookes  Healthcare  have  taken 
care  to  separate  junior  milk  from 
breast  milk  substitutes  and 
recommend  its  use  from  six 
months.  Wyeth  recommend  that 
Progress  is  positioned  between 
infant  formulae  and  weaning 
foods. 

Wyeth  claim  to  dominate  the 
total  market  with  a  46.7  per  cent 
volume  and  48.7  per  cent  sterling 
share  in  the  four  weeks  to 
December  24,  1988,  followed  by 
Cow  &  Gate  with  38.1  per  cent 
and  36.6  per  cent  respectively. 
Cow  &  Gate  claim  to  dominate 
chemists,  with  their  two  brands 
Premium  and  Plus  having  a  42  per 
cent  share  and  Plus  being  the 
single  biggest  selling  brand. 

Crookes  Healthcare  recently 
reduced  their  infant  formulae  from 
three  products  to  two  —  Farley's 
Ostermilk  which  is  for  use  from 
birth  onwards,  and  Ostermilk 
Two  which  is  for  hungry  bottle  fed 
babies.  They  claim  the  packs  are 
the  only  ones  in  the  UK 
conforming  to  WHO  guidelines 
which  state  that  no  mothers  and 
babies  should  be  shown.  Junior 
milk  is  being  supported  with 
advertising  in  both  health 
professional  and  consumer 
publications.  Farley's  claim  a  95 
per  cent  growth  in  milks  last  year. 

Cow  &  Gate  are  promoting 
the  soya-based  milk-free  Formula 


S  in  an  advertising  campaign  via 
British  Medical  Television,  a 
direct  broadcasting  and  cassette 
news  service  to  Britain's  GPs. 

Milupa  will  be  launching  a  new 
chemist-only  product  this  Spring. 
The  company  says  its  sales  have 
trebled  since  1984,  with  the 
record  reached  during  the  first  half 
of  last  year.  Their  market 
research  figures  gave  them  an 
11.4  percent  share  in  May  1988. 


A  temporary  loss  in  market  share 
followed  the  precautionary 
withdrawal  of  Aptamil  and  Milumij 
last  July,  but  since  September 
Milupa  have  gained  a  further  2.5 
per  cent.  Independent  research 
last  August  showed  that  Milupa 
was  perceived  as  good  quality, 
trustworthy  and  reputable  and 
suggested  that  the  adverse 
publicity  would  not  harm  sales  in 
the  long  term. 


Immunisation  schedules 

The  following  are  the  latest  Department  of  Health  recommendations 
on  immunisation,  after  last  year's  introduction  of  measles,  mumps 
and  rubella  vaccine: 

Vaccine  Age  Notes 

Diphtheria,  tetanus,        1st  dose  3  months  An 
pertussis  and  polio         2nd  dose  4  lk -5  months  accelerated 
3rd  dose  8V2-II  months  schedule 

may  be  given 

Measles,  mumps,  rubella  12-18  months  Can  be  given 

at  any  age 
over  12 
months 

Diphtheria,  tetanus  and    4-5  years  Interval  of  3 


polio  weeks 
Rubella  10-14  years  between 

BCG  10-14  years  BCG  and 

rubella 

Tetanus  and  polio  1 5- 1 8  years 


Children  should  therefore  have  received  the  following  vaccines: 

By  the  end  of  the  first  year  —  three  doses  of  DTP  and  polio,  or  DT 
and  polio. 

By  the  end  of  the  second  year  —  MMR. 

By  school  entry  —  fourth  DT  and  polio:  measles  or  MMR  if  missed 
earlier. 

Between  10  and  14  years  —  BCG  and  rubella. 

Before  leaving  school  —  fifth  polio  and  tetanus. 

Adults  should  receive  the  following: 

Women  sero-negative  for  rubella  —  rubella  vaccine. 

Previous  unimmunised  individuals  —  polio,  tetanus  vaccines 

Individuals  in  high  risk  groups  —  hepatitis  B,  influenza  vaccines. 
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To  sum  it  up,  it  means  we're  the  leaders 

in  babymilks. 


Cow  &  Gate  are  leaders  in  your  sector  of  the  babymilks 
market  with  a  market  share  of  42.2%.* 

So  shouldn't  we  have  an  even  bigger  share  of  your 
shelves  ?  The  Ba^eecJing  Spec 
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We're  delight 
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Well  who  wouldn't  be? 

The  commercial  shows  how  the  natural  vapours  of  Karvol 
help  unblock  a  child's  nose,  allowing  him  to  sleep  more  easily. 

Since  it  first  appeared  in  November,  sales  have  gone  through 
the  roof.  And  with  a  £1  million  spend  during  the  Spring,  you  can 


J 
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it  assured  even  more  mothers  are  going  to  be  asking  for  it 
future.  To  meet  this  demand,  Karvol  is  available  in  family 
cks  of  twenty  as  well  as  packs  of  ten. 

So  by  stocking  up  now,  you'll  ensure  everyone  has  a  better 
'fits  sleep.  Including  you. 


Says  goodnight  to  a  child's  blocked  nose. 


What  parents  are  reading 


A  look  at  current  babycare  magazines. 


A  large  amount  of  the  advertising 
space  in  six  current  babycare 
magazines  is  taken  up  by  products 
on  sale  in  pharmacies. 

The  list  has  been  compiled 
from  the  March  issues  of  Parents, 
Practical  Parenting,  Mother, 
Mother  and  Baby ,  Young  Mother 
and  Under  5. 

Peaudouce  seem  determined 
to  make  an  impact  with  Ultra  Plus 
and  clock  up  a  total  of  12  V2  colour 
pages  plus  a  free  sample  strapped 
to  the  cover  of  Parents.  Mother  \s 
covermounted  with  a  "baby's  first 
spoon"  from  Robinsons. 

Free  samples 

Editorially  the  magazines  are 
offering  free  samples  of 
Peaudouce,  Pampers  and  Togs, 
100  Peaudouce  guides  listing 
hotels  that  cater  for  families  and 
free  Babykini  to  all  applicants,  250 
bath  thermometers  featuring 
Spikey  the  hedgehog,  250  boxes 
Wright's  Baby  Softees,  free 
competition  giving  away  seven 
fourth  prizes  of  Pur  Throwaways 
and  other  Tommee  Tippee 
products  (Practical  Parenting); 
1,000  free  travel  packs  of 
Pudgies,  20p  off  Andrex  tissues, 
£5  off  Discretest  and  20  free  kits 
(Mother). 

Practical  Parenting' s 
"Beginner's  guide  to  nappies" 
says  there  is  no  best  choice 
between  disposables  or  terries 
but  disposables  are  twice  the 
price.  It  recommends  protective 
creams  such  as  zinc  and  castor  oil 
or  Vaseline,  but  not  necessarily  at 
every  change.  Regular  changes  — 
at  least  six  a  day  —  are  more 
important. 

Similarly,  an  article  in  Mother 
and  Baby  recommends  applying 
zinc  and  castor  oil  cream  before 
putting  on  a  clean  nappy  but  says 
the  best  treatment  for  a  sore 
bottom  is  fresh  air.  A  pull-out 
supplement  on  feeding  gives 
addresses  of  Cannon  Babysafe, 
Maws  and  Tommee  Tippee  for 
feeding  equipment. 

An  article  on  keeping 
medicines  safely,  in  Parents, 
includes  a  reminder  that  child 
resistant  containers  are  not  child 
proof  and  that  unwanted 
medicines  should  be  taken  to  a 
pharmacy  for  disposal. 

Advising  on  sore  throats,  an 
article  in  Under  5  says  seven  out 
of  ten  are  caused  by  viruses  for 
which  there  is  no  cure,  but 
paracetamol  can  help  relieve  the 
symptoms. 


Product 

Magazines 

Pages  of 
advertisements 

Anbesol 

3 

IV2 

Avent 

2 

3 

Baby  Fresh  Wipes 

4 

8 

BD  digital  thermometer 

1 

1 

Brush  off  cold  sore  treatment 

1 

V2 

Lalpol  Six  Plus 

4 

2 

Low  &  Gate  meals 
Liga  rusks 

3 
4 

5 
5 

Dentinox  colic  drops 
cradle  cap 
teething  gel 

4 

2 
2 

2 
1 
1 

Farleys  Breakfast  Timers 
rusks  (majoring  on  banana) 
advertising  feature  on 
feeding 

2 
3 

1 

4 

5 

2 

Heinz 

3 

6 

Johnson's  baby  powder 

5 

5 

Junior  Paraclear 

6 

6 

Lanacane 

1 

V2 

Macleans  milk  teeth 

1 

1 

Medised 

1 

V2 

Milton 

3 

3 

Milupa 

4 

3 

Napisan 

3 

IV2 

Nelsons  haemorrhoid  cream 
teething  granules 

1 

2 

Vs 
V2 

Nurse  Harvey's  gripe 
mixture 

2 

V2 

Olbas  oil 

2 

1 

Peaudouce  Ultra  Plus 

6 

12  V2 

Preparation  H 

4 

4 

Savlon  liquid 
nappy  rash  cream 

1 

5 

1 

2V2 

Snufflebabe 

1 

V2 

Togs 

4 

4* 

Ultra  Pampers  boy  and  girl 

2 

2 

Wright's  Baby  Softees 

3 

6 

*Samples  or  money  off  coupons  offered 
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THIS  LITTLE  BABY'S  ON  THE  BOTTLE. 


J 


•v. 


THIS  LITTLE  BABY'S  ON  THE  BREAST 


THIS  LITTLE  BABY  DOES  IT  BOTH  WAYS. 


Nappies  ~  ./.: 


>  Yum  I.   i'i  J-HBW.  J 


BUT  MUM  KNOWS  NURSERY  IS  BEST 


The  fact  is,  whether  a  mother  chooses  to  breastfeed  or  bottlefeed,  there's  a  product  in  the  Nursery  range  to  help  her. 
From  breast  pumps  and  nipple  shields  to  the  new  shaped  feeder  and  teat.  (The  next  best  thing  to  breastfeeding). 
There's  never  been  a  better  time  to  stock  Nursery.  Whole  page  consumer  advertisements  are  putting  mums  in  the  picture. 
So  when  they  come  to  choose,  naturally  they'll  choose  what's  best  for  them.  ^^^^^[^^Ej^jl^^ 

Giving  mother  and  baby  the  best  of  both  worlds. 

For  further  details  contact:  Customer  Services,  Lewis  Woolf  Gnptight  Limited,  144  Oakfield  Road,  Selly  Oak,  Birmingham  B29  7EE.  Telephone:  021-414  1122 


90%  of  mothers  feed  their  six  month  old  babies  cow's  milk. 

But  the  DHSS  has  said  the  ordinary  pinta  can't  provide  babies  with  all  the 
vitamin  D  and  iron  they  need. 

So  that's  exactly  what  we'll  be  telling  their  mothers  in  our  £500,000 
national  baby  press  campaign. 


The  Department  of  Health 
would  rather  your  six  month  old 
customers  suckled  on  this. 


Then  we'll  be  telling  them  where  their  babies  can  get  all 
the  vitamins  and  iron  they  need. 
Farley's  Junior  Milk. 

Even  a  six  month  old  baby  could  see  there  are  profits 
to  be  milked.  ESS)  Bx!  ^  ^HU!£ 


,»3 


Variety  a  key  to 
loyal  customers 


Growth  in  baby  foods  is  expected  to  continue  this  year  as  the  birth  rate  increases  and 
more  mothers  switch  to  the  convenience  of  pre-prepared  foods  and  drinks. 


Most  new  mothers  begin 
shopping  in  pharmacies,  say 
Robinsons,  but  as  they  become 
more  confident  and  more  mobile 
they  begin  to  shop  further  afield 
and  increasingly  in  supermarkets. 
Robinsons  believe  this  is  because 
most  supermarkets  offer  a 
greater  variety  of  meals  across  all 
stages  of  baby  feeding. 

"If  chemists  are  to  capture 
their  customers'  loyalty,  then 
they  must  stock  a  greater  variety, 
not  just  of  weaning  and  infant 
foods,  but  also  of  junior  meals," 
they  say. 

Good  eating  habits 

Heinz  research  also  confirms  that 
today's  mothers  are  looking  for  a 
varied  and  interesting  diet  to 
establish  good  eating  habits  for 
their  infants.  Heinz  product 
manager  Roger  Hobbs  stresses 
the  importance  of  stocking  the 
shelf  well:  "Space  allocation  must 
reflect  recent  feeding  trends  if 
returns  are  to  be  optimised. 

Heinz  offer  assistance  with  a 
computerised  planning  system 
which  shows  how  best  to  shelve  a 
good  range  to  satisfy  a  mother's 
needs  within  a  limited  space. 

The  "Once  upon  a  Heinz... 
Happy  ever  after"  nationwide 
campaign  continues  with  a  spend 
of  over  £1V2  million  (figure 
includes  trade  advertising).  A 
programme  of  baby  food 
promotions  includes  "Feed  baby 
free",  now  in  its  fourth  year. 

Heinz  have  strengthened  their 
position  in  the  Bounty  pack  which 
is  distributed  to  almost  nine  out  of 
10  new  mothers  in  hospital  every 
year.  A  weaning  chart,  which 
guides  mothers  through  the  first 
feeding  stages,  features  money- 
off  vouchers  for  Heinz  products 
and  advice  on  when  to  introduce 
strained  and  junior  varieties. 

Milupa  hope  to  strengthen 
their  position  in  the  early  weaning 
sector  with  new  product  launches 
such  as  the  recent  baby  rice,  and 
with  further  developments  during 
1989  in  the  drinks  market. 

The  support  programme  for 
this  year  will  be  over  £4  million  (a 
figure  which  includes  trade 
advertising).  There  will  be 
continuous  advertising  in  health 
professional  magazines  and  the 
"little  experts"  campaign  will 
feature  constantly  in  mother  and 
baby  Press  and  popular  women's 
magazines.  The  sampling 
programme  will  be  increased  and 


over  10  million  samples  will  be 
distributed  direct  to  new  and 
existing  mothers  and  via  the 
paramedical  profession.  New 
literature  will  be  produced  in  a 
year-round  public  relations  and 
educational  campaign. 

Consumer  promotions  will 
concentrate  at  shop  level  to 
support  independent  chemists  and 
there  will  be  pharmacy  incentives. 

Particular  growth  has  been 
seen  in  breakfasts  (10  per  cent), 
dinners  (16  per  cent),  teatime 
savouries  (20  per  cent)  and  herbal 
baby  drinks  (35  per  cent). 

Overall  company  sales  are 
expected  to  grow  by  over  25  per 


cent.  Strong  performances  are 
expected  from  herbal  drinks,  and 
sales  of  the  300g  breakfasts 
launched  last  September  are 
already  four  times  those  of  the 
previous  600g  breakfasts. 
Teatime  savouries  and  dinners 
will  provide  much  of  the 
forecasted  growth,  especially  with 
new  product  launches. 

The  baby  rice  pack  carries  a 
money-off  coupon  for  Milupa 
infant  foods,  as  baby  rice  leads  on 
to  infant  foods,  Milupa  say  80  per 
cent  of  mothers  use  a  baby  rice  as 
a  first  weaning  food  and  the 
generic  product  has  health  visitor 
and  medical  recommendation. 


Milupa  support progfanune  is  over£4m 
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The  total  branded  market  for  baby 
nee  is  worth  over  £300,000  per 
annum  at  rsp  and  grew  by  20  per 
cent  in  the  year  to  Sept- 
ember/October 1988, they  say. 

Farley's  believe  that  stocking 
a  rice-based  cereal  as  a  first 
weaning  food  is  vital  for  retailers  if 
they  are  to  build  a  significant  baby 
food  business.  Sales  of  Farex  are 
up  by  63  per  cent  year  on  year  and 
sales  of  Breakfast  Timers, 
launched  two  years  ago  to  help 
introduce  babies  to  adult  eating 
patterns,  have  increased  48  per 
cent  year  on  year,  in  a  market 
sector  growing  at  30  per  cent  a 
year. 

Farley's  will  be  supporting 
their  rusks  and  cereals  ranges 
with  a  bigger  than  ever 
promotional  campaign  for  1989.  A 
spend  of  £4  million  includes 
television  and  consumer  Press 
advertising,  extensive  public 
relations  and  a  series  of  on-pack 
promotions  to  run  throughout  the 
year. 

Latest  on-pack 

The  latest  on-pack  promotion  will 
be  a  soft  blocks  offer  on  all 
Breakfast  Timers  packs  from 
April  until  August.  Consumers  will 
be  invited  to  send  for  six  brightly- 
coloured  soft  blocks  for  three 
tokens  from  any  Breakfast  Timers 
packs  and  £4.49,  less  than  half  the 
retail  price.  The  blocks,  specially 
manufactured  for  Farley's  by  a 
highly  reputable"  UK 
manufacturer,  feature  familiar 
nursery  animals  on  the  sides. 

Robinsons  Baby  Foods 
conducted  a  major  redevelopment 
of  their  range  last  November.  The 
weaning  cereals  —  baby  rice  and 
baby  rusk  —  were  reformulated 
and  repositioned  as  "first  foods" , 
suitable  for  all  babies  from  12 
weeks  (previously  four  months). 
The  remaining  cereals  have  also 
been  reformulated  and  retitled 
"baby  breakfasts"  and  are  now 
suitable  for  all  babies  from  three 
months,  no  longer  being  divided 
into  infant  and  junior  ranges. 

All  the  new  cereals  include 
milk  for  added  convenience  and 
better  taste,  but  a  milk-free  rice 
for  lactose  intolerant  babies  is 
available  on  request  from  the 
company. 

Robinsons  have  also 
repositioned  their  infant  meals  to 
cater  for  the  current  trend 
towards  earlier  introduction  of 
solids,  with  varieties  targetted  for 
the  relevant  meal  times.  The  new 
baby  meals  range  includes 
'traditional  recipes  preferred  by 
mothers  for  the  main  meal  of  the 
day.  A  new  segment  called  tea- 
time  treats  is  intended  to  cater  for 
pe  increasingly  popular  teatime 
meal  when  mothers  say  they 
prefer  to  give  their  babies  a  lighter 
non-meat  meal. 

New  pack  designs  feature 
Spikey  the  hedgehog  more 
prominently.   Marketing  plans 
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® 

m 
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A  recent  introduction  for  first  weaning 

include  television  and  print 
advertising  plus  extensive 
sampling  to  mothers  via  clinics, 
the  Bounty  Post  Natal  Bag  and 
Bounty  Weaning  Box,  and  the 
mother  and  baby  Press.  The 
company  distributes  its  "Early 
days"  magazine  to  nearly  all  new 
mothers.  Spikey  will  appear  in  a 
variety  of  public  relations  events 
and  promotions  aimed  at  building 
brand  awareness. 


What  they  claim 


Milupa  Total  baby  food  market 
valued  at  £80  million,  growing  at 
20  per  cent  with  Milupa  sales 
growing  at  26  per  cent.  Total 
brand  leadership  of  the  dry  food 
market  in  both  chemists  and 
grocers  (54  per  cent  at  rsp);  25 
per  cent  of  all  baby  food  sales  in 
chemists. 

Cow  &  Gate  30  per  cent  share  of  the 
total  baby  feeding  market.  In 
chemists  their  meals  account  for 
53  per  cent  of  unit  sales  and  45  per 
cent  in  sterling,  and  for  over  40 
per  cent  more  sterling  sales  than 
their  nearest  rival.  They  also  lead 
in  the  baby  juices  market,  claiming 
36  per  cent  of  the  concentrated 
juice  sector  (51  per  cent  of  total 
baby  drinks)  and  29  per  cent  of  the 
ready  to  drink  market  (45  per  cent 
total  baby  drinks).  They  claim 
glass  jars  are  the  fastest  growing 
sector  of  the  meals  market. 
Heinz  Babymeals  market  worth 
£90  million,  with  Heinz  claiming  57 
per  cent  overall.  Cans  still  account 
for  40  per  cent  of  all  babymeals 
sold  and  are  enjoying  their  largest 
share  for  over  two  years. 
Robinsons  Baby  Foods  Estimate  the 
market  was  worth  £71  million  at 
the  end  of  last  year,  a  9  per  cent 
increase.  They  claim  16  per  cent 
value  share  of  the  total  market  and 
about  32  per  cent  of  dry  foods. 


Heinz  can  help  with  space  allocation 
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Three  good  reasons 


jftle  Experts  to  smile 


Breast  milk  is  the  very  best  start 
for  a  baby. 

Unfortunately  you  can't  stock  breast 
milk,  but  you  can  stock  the  very  acceptable 
alternative  -  Milupa  Babymilks,  Aptamil  and 
Milumil.  More  and  more  hospitals  and  clinics 
are  using  Milupa  Babymilks  than  ever 
before.  So  grow  your 
business  with  our 
Little  Experts  and  stay 
with  Milupa  for  the 
comprehensive  range  of 
babymilks,  babyfoods,  rusks 
and  drinks. 


;ive  you 


Your  profits 
plenty  to  smile  about  too! 


IMPORTANT:  Breast  milk  is  the  best  milk  for  a  baby. 
A  doctor,  midwife,  nurse  or  health  visitor  should  be 
consulted  for  any  advice  needed.  If  a  babymilk  is 
used  it  is  important  for  the  baby's  health  that  all 
preparation  instructions  are  followed  carefully. 


milupa' 

Milupa  babymilks.  Well 
digested  and  well  accepted. 


lilupa  Ltd.,  Milupa  House,  Uxbridge  Road,  Hillingdon,  Uxbridge,  Middlesex  UB10  ONE 
Telephone:  01-573  9966. 


milupa 

Milumil 


Milumil. 

A  well-accepted  babymilk  with  higher  levels  of 
protein  and  carbohydrate.  For  continued 
nourishment  throughout  the  first  year. 


Accessories 

■  Lewis  Woolf  Griptight's  latest 
additions  to  the  Nursery  range 
include  a  new  rattle  soother  and 
designer  bottles.  The  soother 
"far  exceeds"  the  safety 
standards  set  by  BS  5239:1988.  It 
has  an  oval-shaped,  contoured 
shield  with  four  ventilation  holes 
and  the  rattle  chamber  is 
ultrasonically  welded.  The  flexi- 
hinged  handle  folds  flat  if  a  toddler 
falls  over. 

The  first  designer  bottle 
features  a  duck  motif  in  three 
colours,  with  a  yellow  cylindrical 
boilable  teat  cover,  yellow  disc 
and  silicone  teat.  Other  colours 
and  motifs  will  be  introduced. 
Sales  and  marketing  director  Mike 
Jackson  says  that:  "By  rotating 
production  of  different  designs  we 
will  ensure  that  the  chemist  can 
keep  his  shelves  bright  and 
interesting  and  so  achieve 
maximum  sales  potential." 

Four  new  colours  —  orange, 
red,  mint  and  yellow  —  have  been 
introduced  to  the  Nursery 
disposable  bibs  range.  Also  new 
are  handy  pack  wipes  —  25  mildly 
antiseptic  tissues  in  a  plastic  pack 
-  and  a  box  of  six  individually 
sterilised  teat  units  which  can  be 
screwed  onto  the  bottle  without 
touching  the  teats. 

■  Tommee  Tippee  recently  launched 
two  baby  feeding  products  for  use 
at  home  and  when  travelling.  The 
feeding  bowl  with  tightly-sealing 
travel  lid  allows  transport  of  a 
ready-prepared  meal  away  from 
home.  New  feeding  bibs  feature 
Little  Boy  Blue  or  Jack  and  Jill 
nursery  rhymes  and  have  Velcro 
or  tie  fastening. 

■  Benjywear's  latest  is  a  range  of 
baby  coveralls  and  rompers,  called 
Wrigglers.  Finished  with  colourful 
embroidery,  motifs  and  printing, 
the  range  changes  throughout  the 
year  with  themes  to  suit  the  mood 
and  season. 

The  baggy  styles  with  "a  hint 
of  continental  design"  are  made  in 
brushed  cotton  to  suit  sensitive 
skins  (£4.99).  The  machine 
washable  all-in-one  terry  Wriggler 
made  from  75  per  cent  cotton  and 
25  per  cent  nylon  has  roomy  bat 
wing  sleeves  for  night  time  and 
conies  in  a  choice  of  colours 
(£5.99).  All-in-one  Wrigglers  are 
also  available  in  standard  shape, 
both  in  100  per  cent  cotton  or 
terry  cotton/nylon  mix 
(£3.99-£5.99).  Most  products  are 
available  in  68cm  and  74cm  sizes 
and  some  of  the  100  per  cent 
cotton  styles  are  also  in  size  80cm. 

■  Joytime  Continentals  Ltd  are 
offering  sailor  outfits  for  young 
children  under  the  La  Nouvelle 
design  (C&D,  January  28,  pl25). 
Styles  include  sailor-blue  striped 
dresses  with  capped  sleeves  and 
pleated  skirts,  and  for  boys  there 
are  romper  suits  in  navy  stripes 
with  scooped  neck  and  capped 
sleeves.  Cotton  dungarees  with 
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Repackaging  complete 

matching  cotton  polyester  tee- 
shirt  complete  the  range 
(£2.99-£4.50). 

■  Mendle  Ltd  have  added  a  new 
baby  seat,  designed  to  fit  securely 
onto  any  standard  domestic  toilet 
seat,  to  the  Early  Days  range. 
The  contoured  design  makes  it 
comfortable  to  use  and  a  splash 
guard  is  incorporated  into  the 
front.  Made  in  white 
polypropylene  the  seat  can  be 
sterilised  (£2.99). 

■  Maws  expect  to  strengthen 
further  their  brand  leading 
position  following  completion  of  a 
repackaging  programme  across 
their  feeding  range  —  bottle, 
breast  and  training.  Advertising  in 
leading  parental  magazines  will 
support  sterilising  and  breast 
feeding  products  in  the  first  half  of 
the  year. 

■  The  British  Standards  Institute  has 

published  a  new  register  listing 
nursery  and  child  products  that 
comply  with  the  relevant  British 
Standards.  Section  1  includes 
products  for  which  the 
manufacturer  holds  a  Kitemark 
licence.  Section  2  contains 
products  certified  by  the 
Government  to  EEC  Regulations 
and  Section  3  includes  products 
tested  independently  by  BSI 
Testing  on  a  '  'one-off '  basis. 

The  register  will  be  updated  at 
approximately  six  month  intervals 
and  copies  may  be  obtained  on  a 
regular  subscription  of  £40  per 
year. 

Further  information  from 
Brian  Hosier.  Tel:  0442230442. 

■  William  Freeman  have  created  a 
new  trio  of  F  urry  friends  covered 
hot  water  bottles,  following  the 
success  of  the  range  last  year. 
The  new  cot  bottles,  designed  for 
very  young  children,  feature  a 
bunny,  teddy  or  panda.  Another 
addition  to  the  hot  water  bottle 
range  is  the  Garfield  comic  strip 
cat  character  in  the  cot  and  full 
size .  A  new  juice  feeder  fits  either 
the  250ml  or  125ml  Suba-seal 
wide  neck  feeding  bottle.  The  firm 
mouthpiece  is  said  to  give  a  better 
flow  of  liquid. 

■  Vantage  say  sales  of  their  baby 
care  products  increased  by  32  per 
cent  last  year. 

Toiletries 

■  Procter  &  Gamble  (Health  and  Beauty 

Care)  Ltd  plan  to  increase  Milton 


sales  with  a  strong  promotional 
programme  this  Spring,  including 
packs  with  consumer  offers  and  a 
television  and  Press  campaign. 
Infacare  is  being  supported  by 
television  advertising  and  a 
promotional  programme  has  been 
developed  especially  for 
pharmacies.  Consumers  are 
offered  a  free  trial  size  bottle  of 
Infacare  with  every  purchase  of 
Infacare  baby  bath.  Details  are 
available  from  company 
representatives. 

■  Care  Laboratories  say  that  six 
months  after  its  launch,  Savlon 
nappy  rash  cream  has  already 
made  an  impact  on  the  babycare 
market.  Consumer  advertising  in 
a  selection  of  the  largest  women's 
and  young  mothers'  magazines 
will  support  the  product  through 
to  October.  Recognising  the 
importance  of  professional 
recommendation,  the  company 
plans  to  offer  samples  to  15,000 
health  visitors  on  request.  A 
similar  mailout  was  undertaken 
when  the  product  was  launched. 
Care  Laboratories  are  also 
exhibiting  at  health  visitors' 
conferences  nationwide.  Over  95 
per  cent  of  health  visitors  who 
tried  the  product  found  it 
effective,  says  Savlon  manager 
Deborah  Jones. 

■  Nicholas    Laboratories  are 

relaunching  Maws  sun 
preparations  under  the  Sun  Time 
name.  A  new  formulation 
incorporates  both  UVA  and  UVB 
screens  and  packaging  specifically 
targets  the  products  to  babies  and 
children.  A  new  addition  is  sun  and 
wind  lotion  (SPF  7). 

■  Nice-pak's  Pudgies  super  thick 
baby  wipes,  launched  last  Winter, 
were  introduced  in  response  to 
consumer  demand  for  thicker, 
stronger,  hypo-allergenic 
disposable  wipes.  Consumer  trial 
is  being  encouraged  through  joint 
activity  with  Mother  and  Baby 
magazine,  in  which  a  free  travel 
pack  will  be  given  away  with  every 
copy  of  the  May  issue.  Sample 
packs  are  being  provided  free  to 
readers  of  You  and  Your  Baby,  a 
publication  for  expectant  mothers. 
A  public  relations  campaign 
focuses  on  product  sampling 
through  magazines. 

UK  sales  manager  Denis 
Oxlee  told  C&D  the  brand  is 
rapidly  gaining  distribution 
through  multiple  chemists  and 
grocers:  "We  soon  expect  to 
service  independent  chemists  by 
improving  stock  levels  in  the 
wholesale  sector." 

Pudgies  was  initially  marketed 
to  pharmacies  through  Thomas 
Christy  Ltd,  who  have  since  been 
acquired  by  Network 
Management.  Nice-pak  are 
confident  this  change  will  not  duly 
affect  their  selling-in  programme 
which  has  been  boosted  by  the 
appointment  of  a  new  national 
account  manager,  Peter 
Whitehead. 
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OUR  NEW  BABY... 


Medicines 

■  Panpharma  say  their  £300,000 
promotional  spend  for  Medised 
this  year  will  cover  women's 
magazines  and  some  parent  and 
baby  publications. 

■  Whitehall  Laboratories  are 
distributing  Anbesol  information 
packs  of  leaflets  and  Anbesol 
mobiles,  through  The  Baby  Book. 
The  packs  form  part  of  a  sample 
'  'baby  bag"  sent  free  to  mothers 
on  request.  Up  to  200,000  packs 
are  distributed  in  this  way  each 
year,  says  the  company. 

1  Dendron  Ltd  are  continuing  their 
consumer  advertising  campaign 
for  Dentinox  in  the  mother  and 
baby  Press  this  year,  backed  by 
public  relations  activity  in 
women's  magazines  and  regional 
newspapers,  as  well  as  the 
parental  Press.  Bonus  deals  are 
available  from  company 
representatives. 

The  company  is  putting 
professional  support  behind  the 
Aveeno  skincare  range  with  a 
detailed  operation  to 
dermatologists  and  attendance  at 
the  National  Eczema  Society 
conference  in  April  and  at  the 


Karvol  Press  offer 

health  visitor  exhibitions.  A  public 
relations  campaign  covers  the 
mainstream  women's  Press, 
beauty,  regional  and  medical 
Press. 

Health  visitor  exhibitions  at 
which  Dentinox  and  Aveeno  will 
be  on  display  are  at  Norwich  (April 
12),  Newcastle  (April  25), 
Manchester  (May  9-10),  Telford 
(May  22),  Watford  (June  6), 
Harrogate  Ouly  3-4),  Stirling 
(September  13-14),  Birmingham 
(October  3-4),  Southampton 
(October  31),  Sheffield 
(November  21)  and  Cardiff 
(December  5). 

■  Crookes  Healthcare  are  offering, 
through  the  mother  and  baby 
Press,  a  bedtime  story  pack  with 
Karvol.  An  illustrated  hardback 
book  of  100  nursery  rhymes 
includes  a  list  of  soothing  bedtime 
tips  to  help  mothers  whose 
children  have  difficulty  sleeping. 
The  company  says  the  vapour  rub 
market  is  buoyant  at  about  £5.5 
million  with  Karvol  achieving  a  40 
per  cent  share.  A  national 
television  campaign  runs  to  the 
end  of  March. 


■  Seven  Seas  say  that  the 
children's  vitamin  supplement 
market  grew  by  50  per  cent  last 
year  —  encouraged  by  media 
coverage  on  the  dangers  of 
deficiency  —  and  is  now  estimated 
to  be  worth  £15  million.  Last  ypar, 
the  Government's  COMA  report 
(C&D,  Babycare  Supplement, 
March  12,  1988)  recommended 
that  babies  should  be  given 
vitamin  supplements  and  the 
company  believes  doctors  and 
health  visitors  acted  on  this 
advice,  resulting  in  Adexolin's 
most  successful  year  ever. 

A  leaflet  being  mailed  directly 
to  health  visitors  quotes  the 
COMA  report  and  advises  on 
supplementation  for  babies.  A 
Minadex  health  care  chart  will  be 
inserted  in  the  March  issue  of 
Parents  magazine  and  made  more 
generally  available  later  in  the 
year. 

■  Wellcome  Foundation  are  running  a 
Press  campaign  for  the  Calpol 
range,  aimed  at  doctors,  dentists, 
health  visitors  and  nurses.  Calpol 
Six  Plus  is  being  promoted  in  all 
the  main  mother  and  baby  journals 
and  selected  women's  magazines. 

Drapolene  will  be  sampled  to 
650,000  new  mothers  in  the 
Bounty  Baby  Bag  and  will  be 
advertised  in  the  Bounty  Baby 
Book. 

■  J. Pickles  &  Sons  have 
reformulated  Snufflebabe  without 
camphor.  The  active  ingredients 
are  now  eucalyptus  oil,  menthol 
and  thyme  oil.  Advertising  in 
mother  and  baby,  and  women's 
interest  magazines  continues  until 
May.  The  company  recommends 
displaying  the  product  on  the  baby 
fixture  as  well  as  among  adult 
chest  rubs. 

■  Nicholas    Laboratories  are 

extending  their  advertising  of 
Junior  Paraclear  in  the  specialist 
mother  Press  because  consumer 
reaction  has  been  so  positive.  The 
£100,000  campaign  was  due  to  run 
until  March  but  will  now  continue 
to  the  end  of  June.  The  product 
will  also  be  featured  in  a 
forthcoming  consumer 
competition. 

Drinks 

I  Beecham  Bovril  Brands  have 
introduced  new  leaflets  for  baby 
Ribena  to  give  mothers  nutritional 
information,  highlighting  breast 
feeding,  bottle  feeding,  weaning 
and  drinks. 

I  Evian  Agencies  say  that  as  the  tap 
water  controversy  continues, 
more  pharmacies  are  including  still 
mineral  water  in  their  babycare 
sections  as  a  natural  alternative 
for  mothers  and  babies.  Evian  is 
said  to  have  a  well-balanced,  low 
mineral  content  making  it 
particularly  suitable  for  pregnant 
and  breast-feeding  women.  Easily 
digested  by  babies,  it  is 
bacteriologically  safe  and  has  a  low 


nitrate  level.  Total  litre  sales  rose 
53  per  cent  in  1988  over  the 
previous  year,  says  the  company. 

A  "Travelling  with  Baby" 
leaflet  gives  instructions  on  using 
Evian  to  make  up  feeds  and  details 
the  water's  availability  in  other 
countries.  This  is  being  offered 


through  mother  and  baby 
magazines.  Evian's  fundraising 
link  with  the  Birthright  charity  will 
be  strengthened  this  year  and  the 
mineral  water  will  be  featured  at 
paramedical  exhibitions,  including 
the  health  visitors'  conference  in 
October. 


More  spent  on  equipment 


Pharmacists  must  not 
underestimate  the  growing 
sophistication  of  new  mothers, 
believe  Cannon. 

"Parents  are  spending  more 
freely  on  equipment  for  new 
babies  than  at  any  time  in  the 
past",  says  John  Morris,  general 
manager.  "Retailers  must  be 
aware  of  the  new  product 
developments  and  take  advantage 
of  them.  Modern  packaging  is 
designed  to  sell  the  product  for 
you,  so  let  it  speak  by  displaying  it 
well.  With  thoughtful 
merchandising  and  that  vital 
element  of  personal  service  we 
foresee  a  bright  future  in  babycare 
retailing  for  the  committed 
chemist." 

Cannon  are  planning  a  media 
spend  of  £150,000  this  year  in  the 
professional  and  specialist  baby 
Press  with  a  series  of  new,  whole 
page  colour  advertisements 
featuring  the  Avent  steam 
steriliser,  breast  pump  and 
Babysafe  breast  care  range. 
Improved  packaging  by  the  big 
supermarkets,  among  others,  has 
increased  consumer  expectations 
in  this  area  and  Cannon  have  made 
great  efforts  to  upgrade  all  their 
packaging. 

Last  year  was  a  record  year 
for  the  company  with  sales 
registering  a  36  per  cent  increase. 


Their  success  story  was  the 
Avent  steam  steriliser,  marking 
the  beginning  of  the  "steam 
clean"  era,  say  Cannon,  who  are 
geared  for  production  of  2,000 
units  per  week  to  cope  with  the 
demand. 

The  company's  policy  of 
selling  exclusively  through 
pharmacies  will  continue.  Mr 
Morris  believes  all  mothers, 
whether  breast  or  bottle  feeding, 
should  have  the  opportunity  for 
first  class  professional  advice 
when  making  baby  feeding 
purchases.  "This  advice  is  now 
even  more  necessary  since 
manufacturers  are  prevented 
from  advertising  to  consumers 
direct  under  the  terms  of  the 
WHO  code." 


Last  year 's  'success  storx ' 


Wipes  growth  'dramatic' 


Changes  in  the  way  consumers 
buy  and  perceive  baby  wipes  have 
fuelled  dramatic  growth  in  a 
market  which  is  now  worth  more 
than  £22  million  annually. 

Scott,  manufacturers  of  Baby 
Fresh,  believe  pharmacists  should 
take  account  of  the  way  the 
market  has  developed  when  they 
review  their  stock  requirements. 
Growth  in  volume  terms  is  over 
30  per  cent  a  year  and  the 
company  is  urging  pharmacists  to 
re-assess  the  range  they  carry 
and  the  amount  of  space  they 
allocate  to  baby  wipes. 

Alan  Cavers,  Scott's  general 
sale  manager,  says:  "Because  the 
market  has  developed  so  quickly, 
some  chemists  may  not  have 
realised  the  profit  potential  of  baby 
wipes.  In  many  cases,  they  are 
underspaced  which  can  mean 
annoying  out-of-stocks  for  the 
customer,  and  lost  business  for 
the  chemist." 


Scott  estimate  that  Boots' 
share  of  the  baby  wipes  market  is 
around  30  per  cent,  with 
independents  accounting  for  12 
per  cent,  drug  stores  10  per  cent 
and  multiple  chemists  4  per  cent. 

A  further  £2  million  in 
advertising  and  promotional 
backing  will  support  Baby  Fresh  in 
1989,  and  the  brand  now  accounts 
for  29.8  per  cent  of  the  sector  in 
the  year  to  September/October 
1988. 

The  increasing  trend  towards 
convenience  and  the  growing  use 
of  disposable  products  generally  is 
playing  a  big  part  in  expanding  the 
market,  and  the  increasing  birth 
rate  is  also  having  an  effect,  says 
Mr  Cavers. 

Independent  research  showed 
that  70  per  cent  of  mothers  with 
young  children  under  two  claimed 
to  buy  wipes  in  the  Summer.  The 
market  is  seasonal,  with  the  peak 
between  Mav  and  October. 
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..HAS  GROWN  1ACTSR  MIAN  EXPECTED 


Since  the  launch  of  Ultra  Plus  back  in 
uary,  our  new  nappy  is  rapidly  proving  to  be 
*  most  successful  ever.  Mums  throughout 
UK  are  changing  to  Peaudouce. 

They  trust  our  new  nappy.  Its  shape.  Its 
orbency.  And  they're  more  than  happy 


pulp  padding,  which  is  better  for  the 
environment). 

Sales  are  growing  fast  in  a  whole  new  range 
of  pack  sizes.  And  you'll  find  a  huge  new  market 
for  new  Maxi  Plus. 

Once  again  Peaudouce  are  leading  the 


environmentally  friendly.  ULTRA  PLUS       way  and  our  rivals  will  have  to 

(The  new  nappy  is  made  with  ^pg||||pQ||@jg^  settle  for  their  natural  position  in  the 


)%  non-chlorine  bleached  fluff 


market.  Behind. 


Peaudouce  is  distributed  in  the  pharmacy  sector  by  Countercall  Ltd.  Tel:  (0992)  446969  Direct  Order  line:  0800  282892. 


Statistics  from  Nielsen  Marketing  Research  enable  you  to  compare  your  sales 
performance  in  the  different  babycare  sectors. 

Check  your  progress 

Figure  1.  Baby  Markets  by  Retail  Sector 
(%  of  value  sales  1988) 

|~_]  CHEMISTS  &  DRUGSTORES  [JJgROCERS 
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disposable:  baby 
napkins  wipes 


Backed  by  over  30  years 
experience  in  the 
manufacture  of  Silicone 
Rubber  'Subacone' 
Teats  -  Rubber  and 
Latex  Teats, 
feeding  bottles, 
feeding  dishes  & 
mugs,  potties, 
bath  mats  and 
children's  safety 
hot  water  bottles. 


WILLIAM  FREEMAN  &  CO  LTD 

Suba-Seal  Works,  Staincross.  Barnsley,  S  Yorks  S75  6DH 
Tel.  0226  284081  Telex  547186  Fax  0226  731832 
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Table  1.  Value  of  baby  business  to  chemists 
Sterling  sales  year  to  December  88  (£000) 

Total  chemists  and  Independent  Multiple 
drugstores         pharmacies  pharmacies 


Disposable  nappies 

54341 

23656 

9434 

Baby  milks 

19016 

11015 

3591 

Moist  baby  wipes 

4610 

1947 

753 

Teething  preparations 

2726 

1970 

506 

Baby  foods  (strained, 
instant,  junior) 

23005 

12861 

4768 

Baby  rusks 

2027 

1126 

395 

November/December  Audit 

SOURCE:  NIELSEN  MARKETING  RESEARCH 

Table  2.  Value  of  baby  business  to  chemists 
Average  sales  per  store  per  month  (£) 

Multiple 
pharmacies 

Independent 
pharmacies 

Disposable  nappies 

555.3 

286.8 

Infant  milks 

256.2 

150.5 

Wet  baby  foods 

120.2 

70.5 

Dry  baby  foods 

72.8 

40.3 

Infant  drinks 

49.3 

28.3 

Teething  preparations 

28.2 

21.1 

Nappy  rash  creams 

44.6 

30.5 

Cereals 

43.2 

22.0 

Moist  baby  wipes 

39.6 

2(1.1 

Rusks 

20.7 

12.0 

Baby  bath  additives 

25.3 

10.1 

J 


November/December  1988  Audit 


SOURCE:  NIELSEN  MARKETING  RESEARCH 
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Grocers  have  at  last  overtaken 
hemists  and  drugstores  in  the 
nilks  market  and  now  claim  over 
ialf  the  sales,  compared  with  just 
nder  a  third  in  1987  (all  Nielsen 
tatistics  exclude  Boots,  see  also 
nder  Babymilks  section). 

But  chemists  are  maintaining 
heir  inroads  in  sterilising  products 
nth  a  49  per  cent  share  compared 
nth  45.8  per  cent  the  previous 
ear.  And  infant  drinks  is  another 
rea  in  which  chemists  are 
vertaking  grocers  to  claim  51  per 
ent  of  sales  compared  with  43.4 
er  cent  a  year  ago. 

In  all  other  sectors  grocers 
utsell  pharmacies.  Areas 
howing  the  highest  growth  for 
hemists  and  drugstores  last  year 
/ere  moist  wipes  and  disposable 
appies,  followed  closely  by  milks. 

Disposable  nappies  remain  by 
ir  the  most  valuable  sector  in 
oth  multiples  and  independents, 
nth  milks  coming  second. 


Figure  2.  Baby  Markets  Business  Growth 
Chemist  &  Drugstore 


STERLING  SALES 
YEAR  AGO  %  CHANGE 
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For  proof  that  'Savlon Nappy  Rash  Cream 
really  works,  look  at  the  bottom. 


More  mums  are  buying  'Savlon'  Nappy  Rash  Cream  than  ever  before,  because  its  dual  action 
ormulation  not  only  relieves  the  discomfort  of  nappy  rash,  but  helps  prevent  it  too.  So  stock  up 
lecause  as  mums  will  tell  you,  'Savlon'  is  best  on  bottoms. 

CARE  LABORATORIES  LIMITED    \  WHOLLY  OWNED  SUBSIDIARY  OF  I M  PERI  A I   C  HEMIC  A I    INDUSTRIES  PLC 
AVLON"  IS  \   rR  A  DEM  ARK    CARE  LABORATORIES  LIMITED.  LINDO\N   HOUSE.  WILMSLOW.  CHESHIRE  SK9  5HG    III.    10625)  5355"^ 


NEW  Savlon 
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Breast  milk  is  best  for  babies  Infant  formula  is  intended  to  replace  or  supplement  breast  milk  when  breast  feeding  is  not  possible  or  is  insufficient,  or  when  mothers  elect  not  to  breast  feed.  Good  maternal  nu 
not  to  breast  feed  could  be  difficult  to  reverse  Professional  advice  should  be  followed  on  the  need  for  and  proper  method  of  use  of  infant  formula  and  on  all  matters  of  infant  feeding.  Infant  formula 


Feed 


■  veth 


Sell 


In  handy  250ml  cartons,  SMA  Gold 
Cap  and  White  Cap  Ready-to- Feed  are 
still  the  highest  news  in  the  growing  baby- 
milk  market. 

Both  contain  the  same  nutrients  that 
make  our  powder  babymilks  so  popular. 
The  only  dif  ference  is  that  liquid  SMA  is 
even  easier  to  use.  Just  snip  and  pour. 

In  research,  bottle-feeding  .mums 
said  the  produc  ts  would  be  of  great  help 
to  them,  particularly  at  times  when 
they're  busy  or  away  from  home. 

This  is  because  using  Ready-to-Feed 
is  simplicity  itself.  They  pour  easily  and 
don't  need  refrigerating  until  they're 
opened. 

SMA  Ready-to-Feed  is  convenient 
for  the  retailer  too.  Shrinkwrapped  in 
trays  of  twelve,  they're  easy  to  shelve, 
making  optimum  use  of  space.  Not  that 
they  stay  on  shelves  for  long. 

Ready-to-Feed  is  the  newest  idea  in 
the  babymilk  market  for  over  a  decade, 
helping  you  to  build  business  by  selling 
products  that  will  meet  the  needs  of 
mothers  into  the  1990s. 

SMA  Ready-to-Feed  continues  to  be 
backed  up  by  a  comprehensive  support 
programme  that  will  ensure  even  greater 
success  in  1989.  So  to  place  an  order  or 
get  more  information,  call  the  relevant 
phone  numbers  below.  We're  ready  when 
you  are.  Orders:  0705  483611  Extension 
2044  or  2096.  Enquiries:  06286  4377 
Extension  4243. 

rr~l  wyeth  Nutrition 
MM.  Leading  the  way 

*trade  marks 


preparation  and  maintenance  of  breast  feeding  Extensive  or  prolonged  use  of  partial  bottle  feeding,  before  breast  feeding  has  been  well  established,  could  make  breast  feeding  difficult  to  maintain.  A  decision 
fend  used  as  directed.  Unnecessary  or  improper  use  of  infant  formula  could  present  a  health  hazard.  Social  and  financial  implications  should  be  considered  when  selecting  the  method  of  infant  feeding 


Fad  and  fashion 

Few  would  argue  in  1989  that  "breast  isn't  best".  Throughout  history,  however, 
a  mother's  decision  whether  to  feed  her  baby  herself  or  not  has  been  influenced 
by  the  fashion  of  the  day.  Breastfeeding,  like  a  hemline,  has  been  "in"  or  "out". 


The  oldest  known  feeding  vessel  was  an 
animal  horn.  Pictorial  evidence  of  the  use  of 
such  objects  15,000  years  ago  exists  in 
France,  while  feeding  vessels  themselves 
have  been  found  in  infant  graves  dating  from 
4.000BC;  analysis  has  even  shown  residues  of 
milk  in  some  of  these  bottles. 


Spouted  cup  almost  certainly  an  infant 
feeder,  Jordan,  around 3.000BC 
(Collection  ofW.A.  Jackson) 

Since  the  earliest  times,  those  who  could 
not  breastfeed  or  when  it  was  unfashionable, 
for  example  among  the  Sumerian  wealthy  of 
the  third  millenium  BC,  "wet  nurses"  — 
women  who  suckled  the  children  of  others  — 
have  been  employed. 

Early  Greek  literature  relates  that  among 
the  Amazons,  the  breasts  of  girls  were 
scarred  at  birth,  so  they  would  not  be  a 
hindrance  in  times  of  war.  Infant  rearing  was 
left  in  the  hands  of  the  men,  but  whether 
babies  were  fed  milk  from  feeding  bottles  or 
direct  from  animals  is  not  known.  However, 
during  the  Homeric  times,  around  150BC, 
maternal  nursing  was  the  rule. 

Later,  when  Athens  was  all  powerful,  wet 
nursing  by  Spartan  women  as  slaves  became 


Small  spouted  infant  feeding  bottle  made  of 
pottery,  Greek  5th  century  BC ,  (Wellcome 
Institute  Library,  London) 


common,  and  the  practice  of  handing  the  child 
over,  generally  for  money  and  for  up  to  the 
first  three  years  of  the  child's  life,  continued 
up  to  the  Renaissance  period. 

In  certain  areas  of  pre-industrial  Europe  — 
Austria,  parts  of  Russia,  Sweden,  Northern 
Italy  and  Iceland,  for  example  —  infants  were 
rarely,  if  ever,  breastfed.  This  may  have  been 
to  enable  women  to  return  to  work  quickly;  in 
Austria  it  is  said  to  have  been  related  to  the 
tight  fitting  bodices  worn  by  the  women.  In 
these  countries,  the  act  of  breastfeeding  was 
often  seen  as  a  rather  disgusting  habit. 
Thomas  Thayer,  writing  in  the  mid-16th 
century,  warned  of  the  dangers  of  employing 
a  wet  nurse  whose  milk  was  '  'evil" . 


The  French  physician  Joseph  Raulin  wrote 
in  1690  that  in  Germany,  Switzerland  and 
France,  a  pap  was  made  of  cow's  or  sheep's 
milk  and  barley  flour  and  given  every  four 
hours,  with  intermediate  feeding  of  water  in 
which  raspings  of  deer  horn,  ivory  and  anise 
seeds  had  been  boiled.  If  children  did  not 
thrive  on  such  a  diet,  they  were  given  meat 
juices ,  the  yolk  of  an  egg  and  bread,  or  toast, 
reduced  to  a  powder  and  mixed  with  milk  or 
meat  juices. 

Infant  mortality  appeared  higher  in  non- 
breastfeeding  regions,  where  infants, 
exposed  from  birth  to  a  wide  variety  of  micro- 
organisms, either  quickly  succumbed  or 
rapidly  developed  resistance.  The  breast-fed 


Pewter  feeding  bottle  circa  1 750  and  pap  boat,  English ,  circa  1800  ( Collection  ofW.A. 
Jackson) 


Open  and  closed  pap  boats  and  invalid  feeding  vessels  from  the  late  18th  and  19th  centuries. 
Note  the  variety  of  materials:  transfer-printed  Staffordshire  ware  (middle),  pewter  and 
silver  (Collection  of  W.A.Jackson) 
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Tomato,  Cheese 
Egg  Noodles 


JUST  ADD  WATER 


ROBINSONS  KNOW 
THE  QUICKEST  WAY  TO 
MUM'S  HEART! 


With  an  improved  range  and  bright  new 
pack  designs,  Robinsons  Baby  Foods  are  set 
fair  for  a  substantial  sales  success  this  year. 

But  even  the  best  baby  foods  must  be 
approved  by  the  babies.  That's  why 
Robinsons  are  continually  improving  the 
tastes  of  the  whole  range. 

It's  all  part  of  the  well-known  Robinsons 
care. 

As  for  mums,  they  like  the  Healthy  Eating 
Guide  on  every  pack,  and  they  know  they 
can  make  them  fresh  every  time... and 
safely  save  the  rest! 


Order  line  0800  282892 


ROBINSONS  MAKE  SURE  THEY  HAVE  THE  TASTE  OF  SUCCESS! 


/Vew  Togs  come  with  handy  fit  guides  And  even  if  mum  doesn't  get  it  spot 

to  help  mothers  make  sure  they  fit  perfectly.        on  (or  square  on  or  triangle  on)  first  time, 


it's  no  problem. 

Our  tapes  are  now  restickable.  Thanks 
to  our  "Perfectfit"  band,  they  can  be  re- 
positioned over  and  over  again.  Which, 
together  with  our  classic  elasticated  waist, 
means  more  comfort  and  less  leaks. 

What's  more,  our  new  "for  Him"  and 
"for  Her"  variations  mean  mums  can  buy 
different  Togs,  specially  tailored  to  fit  either 


Why  the  ultimate  design  m  nappies 
is  now  an  even  better  fit. 


young  ladies  or  little  gentlemen. 

All    our    nappies    are    fitted  with 
Environment  Friendly"  fluff  too,  so  you 
and  your  customers  can  rest  assured  that  Togs 
aren't  damaging  the  environment. 

Now  with  news  like  this,  it's  only  fitting 
that  we're  spending  just  as  much  on  advertising 
as  we  did  when  we  launched  Togs. 

But  with  Togs  "for  Him"  and  "for 


Her",  does  that  mean  twice  as  many  packs 
for  you  to  stock? 

Fortunately,  no. 

We've  re-jigged  the  range  and  cut  down 
on  many  of  the  pack  variations.  So  you'll 
find  it  easier  to  cover  the  range  and  keep 
your  shelves  filled. 

So  you  see,  we've  even  made  our 
packs  a  better  fit. 


The  Ultimate  Design  m  Nappies  moves  on  a  generation, 


baby,  on  the  other  hand,  was  initially 
protected,  but  was  at  high  risk  when  weaning 
commenced. 

In  Britain,  the  first  reference  to  artificial 
feeding  appears  to  be  '  'The  expert  midwife;  a 
treatise  of  the  diseases  of  women  with  child, 
which  included  "remedies  for  various 
maladies  of  newborn  babies",  published  by 
Edinburgh  physician  James  McGrath  in  1694. 

Meanwhile  the  French  were  still  feeding 
infants  by  direct  suckling  from  animals,  most 
frequently  in  institutions  for  foundlings. 
Indeed,  goats  and  asses  were  kept  on  some 
hospital  premises  into  the  early  part  of  this 
century,  as  H.H.  Plass  wrote  in  the  1930s: 
"Nowadays  too,  feeding  children  by  animals 
still  takes  place  in  Paris  in  the  big  foundling  and 
children's  hospitals.  Children  suspected  of 
having  infectious  diseases  are  not  fed  by  wet 
nurses,  but  are  applied  to  an  asses'  udder." 


Paid  occupation 


In  Britain  there  is  little  evidence  animal 
suckling  was  widely  practised  —  wet  nurses 
were  more  common.  This  was  a  paid 
occupation.  In  1550  the  going  rate  appears  to 
have  been  around  9d  a  week ,  by  the  late  18th 
century  this  had  risen  to  10  shillings.  Royal 
wet  nurses,  however,  got  40  shillings.  It  was 
also  a  relatively  well-paid  occupation.  Sums  of 
£7  a  quarter  in  the  18th  century  can  be  set 
against  a  yearly  £3  average  pay  for  a  serving 
girl. 

Even  so,  the  1780s  saw  artificial  feeding 
established  in  Britain  as  the  method  of  choice 
if  the  mother  could  not  feed  her  own  child.  As 
a  result,  a  diversity  of  feeding  vessels  became 
available  as  consumer  demand  increased. 

Early  bottles  of  the  18th  century  were 
made  of  pewter  and  these  continued  to  be 
used  throughout  the  reign  of  Queen  Victoria. 
Earthenware  was  also  popular  in  Victorian 
England,  though  the  market  was  eventually 
captured  by  the  cheaper  moulded  glass,  a 
material  first  used  by  the  Romans  in  the 
second  century  AD. 

Artificial  feeding  was  often  accomplished 
by  using  pap  —  a  mixture  of  flour  or  bread  with 
diluted  milk.  It  was  generally  given  in  a  pap 


boat,  a  boat  shaped  vessel,  open,  with  one  end 
drawn  into  a  lip. 

With  maternal  breast  feeding  back  in  vogue 
from  the  beginning  of  the  eighteenth  century, 
many  of  the  familiar  accessories  in  use  today 
first  came  into  general  use.  Victorian  breast 
shields  were  usually  made  of  glass,  though 
silver,  pewter,  ivory  and  wood  had  been  used 
earlier.  Early  breast  relievers  consisted  of  a 
hand-blown  glass  vessel,  with  suction  applied 
by  mouth  through  a  rubber  tube,  or 
occasionally  a  piston  operated  pump  with  a 


valve.  The  rubber  teat  was  first  patented  in 
1845  in  America.  Previous  incarnations  used 
fine  cloth  or  parchment  sewed  together  like 
the  finger  of  a  glove,  a  cow's  teat,  sponge, 
ivory  wood,  cork  and  silver. 

Sterilisation  does  not,  however,  appear  to 
have  caught  on  quite  so  fast.  As  one  Victorian 
put  it:  "She  ought  in  fact  to  have  two  teats  and 
use  them  on  alternative  days,  keeping  the  one 
not  in  use  in  a  little  gin  or  whisky  and  washing 
it  in  warm  water  before  putting  it  on  the 
bottle".  Though  hypochlorite  had  been 


Glass  feeding  bottles  dating  from  around  1850  (left)  to  1940s  Pyrex  (right)  (Collection  of 
W.A.Jackson) 

around  for  centuries,  microbiology  only  began 
to  develop  as  a  discipline  in  the  19th  century. 

Manufactured  infant  formula  milks  first  ap- 
peared in  the  early  years  of  the  20th  century. 
One  of  the  more  illustrious  names  of  the  phar- 
maceutical world  of  the  '80s  —  Glaxo  —  began 
life  as  a  brand  name  baby  milk,  while  SMA, 
standing  for  Scientific  Millk  Adaption,  was  first 
produced  in  Cleveland,  Ohio,  in  1918. 

In  the  20s  and  30s  "expert"  professionals 
appeared,  eager  to  tell  mums  how  to  bring  up 
their  babies.  In  came  breast  milk  and  hygiene 
—  out  went  cuddling. 

But  it  is  only  since  the  early  70s  that  infant 
feeding  began  to  be  seriously  addressed  and 
the  idea  of  a  '  'problem' '  emerge.  The  recogni- 
tion that  an  increasing  number  of  infants  were 
being  wholly  bottle  fed  led  to  the  first  "Pre- 
sent day  practice  in  infant  feeding' '  report  by 
the  then  DHSS  in  1975  which  was  followed  by 
a  minor  resurgence  in  breastfeeding. 

And  that  brings  us  to  today.  Two  thirds  of 
women  are  breastfeeding  when  they  leave 
hospital,  six  weeks  later,  half  have  stopped. 


Feeding  bottle  of  glass  with  teat  attached  to  long  rubber  tube  going  to  the  bottom  of  the  bottle, 
litis  example  with  thermometer  was  made  by  Burroughs  Wellcome  some  time  after  1892, 
(Wellcome  Institute  Library,  London) 


Taken  from  T.H.  Drake  C<£DJune30,  1956.  614-18; 
N.W.  Hutchings,  C&D  June  28,  1958,  714-18:  and  a 
lecture  by  Jane  Glazebrook.  Wolverhampton  Health 
Authority,  February  1987.  With  thanks  to  W.A.  Jackson 
for  pictures  of  items  in  his  collection. 
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SUPPLEMENT  TO  CHEMIST  &  DRUGGIST  11  MARCH  1989 


i<r        £  £ 


NGE/upon^a^Hemz 

HERE  they  arc.  Six  more        Sweetcorn;  ^Cheesy  Pasta  and 
examples  of  Heinz  leadership  in  j£ Tomato;  '^Spaghetti  Bolognese; 
the  babyfood  market.  Cheese^Ba^on  and  Egg;  Spaghetti 

ALREADY  we  sell  over  12  million  Hoops  and  Sausage  and  Baked 
Strained    Savoury   Specials  Beans^^^and  B 

a  year.  Mums  bought  "  WE  currently  outsell  our 

them  because  3-9-month-      ^i^UXtifU      nearest       competitor  two 


►aeon. 


old  babies  liked  ^  to  one*.  With  the 


them.  And  as  the  addition  of  this 

babies   grew,   so  J^%//T/  gat/OVty     r^  Xou're  slx 

did  the  demand  times  more  likelv 

uiu  me  uemana.  .^BOtOGNESE times  more  iiKeiy 


SO    we    made  JH^*W        1  if**"  "  profit, 

six  Junior  varieties.  Chicken  and     THAT  should  make  you  happy. 

Happy  ever  a/ter. 


"Independent  Consumer  Audit  52  weeks,  ending  21.1.89 


Quench  your  thirst  for  soles  and  profits 
with  Milupo  Herbal  Drinks. 


Healthy  Growth 

Milupa  Herbal  Drinks  are  growing  at  3  times  the  rate  of  the 
Baby  Drinks  market.  It's  not  surprising. 
Established  Reputation 

Milupa  has  built  a  strong  reputation  based  on  product 
innovation,  excellent  taste  and  quality.  That's  why  mums  can  be 
reassured  that  they  are  feeding  their  baby  the  best. 
Lower  in  Sugar  than  Most  Baby  Juices 

Some  baby  drinks  claim  "no  added  sugar"  or  low  sugar" 
while  still  containing  relatively  large  amounts  of  fructose, 
dextrose  (glucose)  and  sucrose.  All  of  which  naturally  occur  in 
fruit.  When  diluted, Milupa  Herbal  Drinks  are  amongst  the  very 
lowest  in  sugar. 


The  Natural  Favourite 

Milupa  Herbal  Drinks  are  soothing  and  low  in  acidity,  while 
still  providing  all  the  refreshment  a  baby  might  need  in  between 
feeds.  They  are  free  from  all  artificial  colourings,  flavourings  and 
preservatives.  Camomile,  Fennel  and  Herbal  varieties  are 
suitable  for  babies  from  weaning  age.  And  for  Juniors  from 
6  months  there's  Hibiscus  and  Rosehip  variety.  Granulated  for 
easy  mixing,  little  experts  love  them. 

Milupa  Herbal  Drinks  are  a  natural  success  story. 


milupa 

Milupa  babyfoods.  The  one 
taste  little  experts  agree  on. 


Se^rour  Milijpa  representative  or  ring  Milupa  Sales  Department  on  01-573  9966. 
Milupa  Ltd.,  Milupa  House,  Uxbridge  Road,  Hillingdon,  Uxbridge,  Middlesex  UB10  ONE. 


